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Variations in Unit Ad 
Costs for Cars Shown 


Range Is All the Way 
from $5.45 for Chevvy 
to $70.60 on Lincolns 


By Al Stephanides 

Cuicaco, July 10—It cost Chev- 
rolet only $5.45 in factory-placed 
advertising in major media to sell 
its automobiles in 1951. The ad 
cost per car sold by Ford, its 
principal competitor, was $6.28 
And Plymouth—the third of the 
“big three’’—invested $8.09 per 
car in advertising last year 

Pontiac achieved one car sold 
for each $10.30 of advertising dur- 
ing the year, whereas Dodge in- 
vested $16.86 per car, and Mer- 
cury's per-car ad cost was $20.40 
For Oldsmobile the cost was $16.99 
per car; for Buick, $26.11; for De- 
Soto, $35.15 

Studebaker sales cost $15.92 per 
car in advertising. Kaiser ran 
$44.12, and Henry J $14.59. Nash 
sales were made at $24.58 each, 
whereas Hudson ad costs were 
$32.05, and Willys’ $42.74 

In the “big car” group, Chrysler 
ran $22.66 in ad cost; Cadillac 
$23.53; Packard $44.09, and Lin- 
coln $70.60 

These and a host of other 
tremely interesting figures 


ex- 
have 


been developed by ADVERTISING 
AGE by matching known factory 
advertising expenditures against 
registration figures for passenger 
cars for the past three years 


@ The registration figures, devel- 
oped from official state records, 
are an extremely accurate repre- 
sentation of “total retail unit 
sales." They show every new car 
registered during the calendar 
year, and are complete. The ad- 
vertising expenditure figures are 
not complete. They are based on 
published figures showing expend- 
itures (for space or time only) in 
national magazines, newspapers, 
certain Sunday magazines and 
supplements, national farm publi- 
cations, network radio and TV. 

They do not include dealer ex- 
penditures cooperative funds, 
nor do they include institutional 
advertising by any of the parent 
automobile companies. Only new 
car advertising specifically re- 
lated to a particular make of car 
is included. Truck advertising is 
not counted. 

Also not included in the adver- 
tising expenditure figures are such 


or 


items as outdoor, spot radio and 
TV. cost of talent, direct mai! 
(Continued on Page 48) 


Mat Shrinkage by Newspapers 


Curcaco, July 10—Newspapers 
which are reducing column widths 
without warning advertisers are 
following a “nefarious policy” 
which ruins costly artwork, C 
Wendel Muench, president of the 
agency of the same name, asserted 
today 

His own agency, caught on sev- 
eral ads without notice, now 
carrying a special notice on all in- 
sertion orders specifically ordering 
that ads not be run without special 
permission where more than nor- 
mal mat shrinkage is contempla- 
ted, he said 

“In a desire to cut high news- 
print costs,” Mr. Muench said, 
“some newspapers are reducing 
print page widths by as much as an 
inch and a half through excessive 
shrinkage of mats. When the 
change is not announced, as has 
been the case in at least two recent 
instances, the result is that the 
reproductive quality of many 
plates and mats which were pre- 
pared for use under the newspa- 
pers’ announced column and page 
widths is completely destroyed 


Is 


® “This nefarious policy results in 
far-reaching damage—to the ad- 
vertising agency, to its clients, 
and to the newspaper which prac- 
tices it,” he said. “We do not dis- 
pute the right—even the wisdom— 
of newspapers to reduce their page 
widths to help offset the tremen- 
dous increase in newsprint costs. 
But we emphatically condemn a 
newspaper that prints its specifi- 
cations, on which every production 


man in the country must rely, and 
then deliberately departs from 
those specifications. Obviously a 
shrinkage of an inch to an inch 
and a half in page width changes 
completely the reproductive qual- 
ity of artwork or mats.” 
(Continued on Page 8) 


Blatz Unleashes 
Ad Promotion Blitz 


MitwauKkee, July 10—Blatz 
Brewing Co. is taking to maga- 
zines, newspapers and posters to 
help launch its new triangular 
labe! 

Full-page color ads broke this 
week in magazines. Copy current- 
ly is appearing in Collier's, Life 
and Look. Six other magazines are 
on the list for later insertions. 

Later this month, large-space 
ads will appear in newspapers 
throughout the country to help 
push sales of the newly labeled 
Blatz. The new streamlined label 
is reminiscent of that used for the 
product about 1918 

Supplementing this will be a 
heavy 12-month outdoor drive in 
major markets. Coordinated with 
this print promotion—which will 
emphasize Blatz’ top sales posi- 
tion in Milwaukee—will be the 
commercials on “Amos ‘n’ Andy,” 
sponsored by Blatz every other 
week over CBS-TV. Spot radio and 
TV also are being used in some 
markets 

William H. Weintraub & Co. is 
the agency. 
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NEWSPAPER TEST—For the first time in 
a year, American Tobacco Co. is using 
newspopers. The test is being run 
Waterloo, |a., Birmingham, Detroit and 
Providence, breaking with 1,440-line copy 
Outdoor is being used in 14 markets and 
spot radio also is on the schedule, through 
Batten, Barton, Durstine & Osborn. TV is 
unaffected, as yet 


mn 


Jones Declares 
Slander Suit 
Is Groundless 


Asks District Court to 
Find That 9 Plaintiffs 
Can Prove No Damages 


New York, July 10—Duane 
Jones today filed a motion to dis- 
miss the $3,150,000 slander suit 
filed against him by Joseph Schei- 
deler and eight other former 
Duane Jones Co. employes (AA, 
July 7) on the grounds of insuffi- 
cient evidence, no libel or slander 
per se, no claims of special dam- 
ages, and other causes. 

The motion filed on legal 
grounds and has nothing to do with 
the charges. Denials, if any, pre- 
sumably will come if an answer is 
filed to the suit. 

In the motion, 

(Continued 
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‘Speculative Presentations Helpful,’ 
B. T. Babbitt's Ad Manager Declares 


Fair Trade News... 


Doeskin Takes 
Kleenex to Task 
for Price Cuts 


Hamilton Watch Prices 
Cut by Klein; Bureau on 
Fair Trade Remains Open 


New York, July 10—Along about 
this time last year, New York was 
in the throes of a knock-down and 
drag-out price war. This year, the 
battle has degenerated to the di- 
mensions of a tissue paper battle. 
As a matter of fact, it actually is 
a tissue paper battle 

Contrary to 1951, when the ob- 
ject of the war was “How much 
can we afford to lose on this item?” 
the question has become, “Who's 
going to help us maintain prices?” 
That's the situation in the eyes 
of Emanuel Katz, president of 
Doeskin Products Inc., who prom- 
ises “a fight which we'll fight to 
the finish’—with facial tissues for 
ammunition. 


s At a press conference this week, 
Mr. Katz took a swing at Interna- 
tional Cellucotton Products Co. for 
precipitating a situation which is 


forcing facial tissue retailers and, 


wholesalers to accept a “starvation 
margin of profit in a $115,000,000 
industry.” 

The swipe was directed at In- 
ternational’s “3 for 69¢" Kleenex 
promotion which is officially sche- 
duled to end this month. Outdoor, 
comics sections and newspaper col- 
or ads have been used by Foote, 
Cone & Belding 


s Mr. Katz's battle is aimed not so 

much at the retail price but at the 

fact that the retailers’ profit has 
(Continued on Page 61) 


Last Minute News Flashes 


Procter & Gamble Starts Institutional Campaign 
CINCINNATI, July 11—Procter & Gamble this week started a new ad 
campaign in which it will attempt to set forth the principles that guide 


its activities 


The first ad, a two-color page in the July 14 issue of 


Life, is headlined “Should Men Wash Dishes?” The campaign is also 
scheduled in Time and in two Sunday supplements in Columbus, O., 
distributed with the Citizen and the Dispatch. The campaign was pre- 
pared by Leo Burnett Co., Chicago, which was appointed more than 
two years ago by P&G to work up an institutional campaign. 


New Esquire Sock Bows; Fits Any Size Foot 
New York, July 11—Esquire Socks, division of Chester H. Roth Co., 
introduced yesterday its new Expand-O nylon socks which “will fit 


any man’s foot regardless of size.” 


Advertising plans are nebulous 


because only a limited supply of the new socks are available. The com- 


pany reportedly is having trouble 
production. Executives at 
biting fingernails and hoping. 


Hirshon-Garfield, Esquire’s 


getting raw materials for volume 
agency, are 


R&R Named by American Thermos Bottle Co. 


New York, July 11—American Thermos Bottle Co., Norwich, Conn., 
has appointed Ruthrauff & Ryan as its advertising agency, effective 
Jan. 1, 1953. Keelialdg Co., Indianapolis, is now handling the account. 

(AL Yitional News Flashes on Page 65) 


Company Appoints 
D-F-S and Harry B. 
Cohen Advertising 


New York, July 10—‘Specula- 
tive presentations by competing 
agencies are immensely helpful to 
an advertiser when he is select- 
ing a new agency. I don’t see how 
we could have made the selections 
we did without them,” John L. 
Gardner, director of advertising 
and merchandising of B. T. Bab- 
bitt Inc., told AA today. 

Babbitt has just appointed Dan- 
cer-Fitzgerald-Sample as its agen- 
ey for Bab-O, and Harry B. Cohen 
Advertising Co. for Glim. They 
take over their respective accounts 
Aug. 1 from William H. Weintraub 
& Co., which has resigned both. 

In selecting its new agencies, 
Babbitt screened 21. A majority 
of these made speculative pres- 
entations. But Mr. Gardner em- 
phasized that he did not insist on 
such presentations. 


es “We left it up to the agencies 
themselves. Most of them did so 
voluntarily. A few said it was 
against their policy. But they were 
very much in the minority,” he 
explained. 

Mr. Gardner declined to name 
the agencies that competed for the 
Babbitt account. The original 21, 
he said, he selected personally as 
most likely to do the kind of ad- 
vertising job that Babbitt wants 
done 

He made his list May 1. On May 
12 he started talking with agency 
representatives in his own office. 
On July 8 the new appointments 
were announced. He simply phoned 
the agencies, he said, and asked 
them if they would be interested 
in taking on the Babbitt account. 
All of the 21 were interested in 
preliminary discussions. 


® In making up his list, Mr. Gard- 
ner said, he selected agencies with 
grocery and soap product experi- 
ence. His primary requirement was 
experience in retail merchandis- 
ing and household lines. 

After the initial discussions, the 
list was reduced to 13 agencies. 
Following a second round of 
screening, the list was cut to eight. 

“During the first round of dis- 
cussions,”” Mr. Gardner said, “the 

(Continued on Page 61) 


Taft-Ike Scrap 
Nets Newspapers 
$77,131 in Ads 


Cuicaco, July 11—The bitter 
political fight between the Taft 
and Eisenhower delegations netted 
Chicago’s newspapers a neat total 
of $77,131 in political advertising 
linage 

A spokesman for one of this 
city’s dailies, who admitted his 
paper had netted “a tidy profit,” 
insisted that the Democratic con- 
vention probably would be quite 
different. “We don’t expect to 
make any money on that one,” he 

(Continued on Page 65) 
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Philip Morris 
Head Calls for 
Fair Taxation 


Ricumono, July 8 
day would be selling for 10¢ 
pack if the industry was taxed 
on the same basis as the majority 
of other consumer industries, ac- 
cording to O. Parker McComas, 
president of Phitip Morris & Co 
Addressing the company's annual 


Cigarets to- 
a 


stockholders meeting today, Mr 
McComas said 

‘On the taxation front a sug- 
gested 3% general sales tax at the 
manufacturers’ level was almost 
unanimously turned down last 
year as being too burdensome 


Nevertheless, Congress raised the 
tax on cigarets so that today it is 
112% of the manufacturers’ net 
selling price 

“Indeed, at the hearings on this 
tax one congressman even sug- 
gested that the industry could ab- 
sorb the tax increase by dropping 
its advertising. He was completely 
ignorant of the fact that the in- 


dustry average for advertising is 
bout two-fifths of a cent per 
ck. And it is advertising that 


s built and expanded our great 
justry to the point where it is 
the second largest source of gov- 
@nment tax monies in America 


tday 
: 


“In fact, such industries 
emicals, beverages, furniture, 
Motion pictures and apparel ex- 
Pend a greater percentage of their 
les on advertising than we do in 

» cigaret business. Yet this con- 
pssman suggests we drop the 
ry advertising which has been 

» lifeblood of our industry and 

s built and expanded our sales, 
the great benefit of the farmer, 
sumer and the tax collector 
‘“Were the cigaret industry 
= same tax basis as the great 
jority of other consumer indus- 
tHles—i.e, without the crushing 
BRramiding of municipal, state 
afd federal taxes on this one ar- 
tigle—the same high-quality ciga- 
r@ts we are making today could be 
e@id at retail at approximately 


10¢ per pack.” 


@ Mr. McComas said the law of 
diminishing returns had already 
taken effect in the liquor indus- 
try—the only industry with high- 
er taxes than tobacco where tax 
revenues are dropping. He added 
that bootlegging of liquor again 
poses a major problem and that 
“racketeers have entered the ciga- 
ret business and are competing 
with legitimate wholesalers and 
retailers.” 

Philip Morris & Co.'s sales for 
the first quarter of the new fiscal 
year, ended June 30, were re- 
ported as $78,655,192, compared to 
$77,969,855 for the corresponding 
period last year. Of this total, $2,- 
736,456 were from export sales, 
compared to $2,803,502 from export 
sales for the same quarter in 1951 
A preliminary estimate of earn- 
ings for this quarter of 1952 
about $1 per share on common 
stock, as against $1.23 in the same 
quarter of 1951 


as 


is 


Forms West Hartford Agency 

James F. Smith, formerly sales 
manager of the Columbia records 
division of Stern & Co., Hartford 
record and appliance distributor, 
has formed his own agency, Jim 
Smith Advertising, at 143 Griswold 
Dr. West Hartford 7. Mr. Smith 
operated his own agency in Hart- 
ford before joining the Stern or- 
ganization 


Wieland to ‘American Girl 

Norman Wieland, formerly with 
American Artist, has joined the 
advertising sales staff of American 
Girl, published by the Girl Scouts 
of the U. S. A., New York. 


on 
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Schwegmann Asks to 
Interview Truman on 
Fair Trade Problem 


New Onrveans, July 8—John 
Schwegmann Jr., president § of 
Schwegmann Bros. Super Markets 
Inc., last week requested a per- 
sonal interview with President 
Truman to show him “how much 
more” necessities will cost under 
the “fair trade” laws 

Mr. Schwegmann’'s firm carried 
a suit against fair trade to the U.S 
Supreme Court last year and won 
it. Last week he said that “the peo- 
ple’s only hope today is to write 
or wire President Truman to veto 
the criminal and unconstitutional 
McGuire price-fixing bill.” 

“With all respect to Congress, 
the fair trade bill was made and 
engineered by a lobby. It was not 
sanctioned by the American people 
and is not designed for their wel- 
fare,” he said 


@ He added that fair trade may 
cost the average American family 
$200 a year additional 

Mr. Schwegmann told the Times- 
Picayune here that “if the Presi- 
dent signs this unjust law, Schweg- 


mann Bros. still will refuse to 
raise prices as required by fair 
trade legislation. We still have 


faith in the Supreme Court of the 
U.S. and its protection of the Con- 
stitution.’ 

In addition to his letter to the 
editor of the newspaper, Mr 
Schwegmann inserted a 3x15” ad- 
vertisement in the Times-Picayune 
on July 4, urging the public to wire 
or write President Truman to veto 
the bill. Ad copy also told people 
that “if you cannot afford it, you 
can charge the telegram to John 
Schwegmann Jr.” 


Two Join Buchen Co. 

George H. Bromberg, formerly 
copy chief of William Hart Adler 
Inc., Chicago, and Charles Richard 
Farmer, previously acting adver- 
tising director of Indianapolis 
Power & Light Co., have joined 
the copy and account handling 
staff, respectively, of Buchen Co., 
Chicago 


Appoints Glenn Holder 

Glenn Holder, formerly with 
McCann-Erickson and J. D. Tarch- 
er & Co., has been named executive 
v.p. and elected to the board of 
directors of Maryland Pharmaceu- 
tical Co., Baltimore maker of REM 
for coughs and REL for head colds. 


Specific Data on 1952-56 U. S. Economy 
Told by ‘Los Angeles Examiner's’ Dover 


Los ANnGe.es, July 9—The Los 
Angeles Examiner and William 
Dover, manager of its business re- 
search division, have gone out on 
a limb 

Specifically, the Hearst daily 
has published “Who Said: There's 
No Tomorrow?” which is Mr. Dov- 
er’s thoroughly detailed prediction 
of the U. S. economy, year by 
year, through 1956 

Total U. S. advertising invest- 
ments in 1953, Mr. Dover predicts, 
will come to $7,174,200,000. For 
1954 it will be $7,450,000,000. In 
1955 it will hit a peak of $7,505,- 
200,000 and then will drop to $7,- 
434,000,000 in 1956. That would 
mean about a 17° gain in ad ex- 


penditures from 1951 to 1955, ac-| stil] be 59.12% 
| “usual 


cording to Mr. Dover. 


jtion at work will stay almost the 
| same—about 40.8% —through 1955. 

5. Retail sales, Mr. Dover thinks, 
will hit close to $150 billion this 
| year. They will probably rise to 
$151.1 billion next year and to 
$154.3 billion in 1954. Then they 
will drop in 1955 to $152.3 billion 
but come up again in 1956 to $153.5 
billion 


|@ During the last war, the booklet 
|shows, income gains far out- 
| stripped retail sales. By 1946, retail 
sales had caught up—in terms of 
1939 sales-to-income ratios. The 
| booklet predicts that sales this 
year will be 54.38% over the 1939 
| level while per capita income will 
above 1939. The 
relationship” of the two 


| will not resume “its normal bal- 


® The booklet, illustrated with 24) 
multi-color graphs, does not! 
“hedge” in many respects. Mr. | 
Dover admits that predicting the 
economic future with reasonable 
accuracy is still clearly beyond the 
capabilities of any individual. But 
he goes ahead to present a myriad 
of predicted economic data, based 
largely on (1) the theory that 
“spending for defense is the key to 
the range of national economy ov- 
er the next few years” and (2) 
the peak level of defense spending 
will come in 1953 

He believes that 1950-53 is a 
rearmament period contrasting 
with a 1954-56 “guns and butter” 
period and the 1946-49 postwar 


period. 
s Here are some of Mr. Dover's 
predictions: 

1. Total personal income will 


rise from $252.1 billion in 1951 to 
$279.5 billion in 1954, after which 
it will fall to $265 billion in 1956. 
In terms of 1939 dollars, however, 
per capita income would drop 
steadily, from $884.41 in ‘51 to 
$826.36 by ‘56. 

2. In marked contrast to the war 
period when more than 20% of 
consumer spending power went in- 
to savings, no more than 10.1% 
will be saved at any time in the 
next few years. 

3. Taxes, which ate up 10.23% 
of personal income last year, will 
take 11.39% of income in 1952, 
12.13% next year, 12.24% in 1954 

and then drop to 11.47% by 1956. 

4. The percentage of the popula- 


Kirsch Beverages 
Plans Drive for 
Sugar-Free Drink 


New York, July 9—Kirsch Bev- 
erages Inc., Brooklyn, is using six 
metropolitan newspapers and six 
local radio participation programs 
to promote its new No-Cal, sugar- 
free ginger ale. Later, a subway 
car card program will be used. 

Copy appeal, to people who want 
to watch their weight, stresses the 
non-fattening properties of the 
new product. Grey Advertising 
Agency is handling the campaign. 

The company’s “\o-Cal ginger ale 
reportedly tastes o different from 
conventional mak+: employing nat- 
ural sugar. No-Cs is made with a 
synthetic sweetener. The artificial 
sweetening agent was developed 
specially and is sid to contain no 
fatty carbohydrat: 

Partial distrib 
has already been 
metropolitan area 
ern New Jersey murkets. Complete 
coverage of the New York metro- 
politan market area is expected 
within 60 days. 


tion of No-Cal 
ade in the local 
ind some north- 


®@ Variable space is being used in 
the following New York dailies: 
Brooklyn Eagle, New York Mirror, 


ance” until 1956, it is predicted. 
In terms of consumer prices, 
Mr. Dover expects the purchas- 
ing power of the dollar to de- 
cline until 1954, after which it 
will pick up, probably being worth 
in 1956 what it is today—i. e., about 
51.8¢ in terms of 1939 prices. 


® Advertising expenditures in the 
next five years will rise slightly 
in relationship to retail sales vol- 
ume, Mr. Dover says. Where ad- 
vertising in 1939 amounted to 
4.703% of retail sales, and in 1946 
hit a postwar low of 3.354%, 
he says, it will increase fur- 
ther from 4.569% of sales this 
year to 4.928% by 1955 (and then 
drop to 4.843% in 1956). 

The Examiner's booklet points 
out in several commentaries that 
the Southern California market has 
shown greater gains in many re- 
spects—population, income, etc.— 
than the nation as a whole in re- 
cent years. Its chief point, how- 
ever, is that national productive 
capacity will have greatly ex- 
panded by the time of the “guns 
and butter” period ahead. And 
that, with a continuing high-level 
economy until 1956 and a more 
competitive economy to follow, 
business men should not delay to 
make major advertising and mer- 
chandising plans. 


Advertising Age, July 14, 1952 


Vv 


(MMIiMGH ly | 


| 


¢ 


a 


NEWS FOR FALL—Four-color ads in mago- 
zines will announce White Orchid, new 
Community silverplate pattern by Oneida 
Ltd. The first will rum on the second cover 
of the Sept. 1 Life, and others will ap- 
pear on the back covers of American 
Magazi c polit Good Hovuse- 
keeping, Household, Ladies’ Home Jour- 
nal, Redbook and Woman's Home Com- 
panion. Batten, Barton, Durstine & Os- 
born is the agency. 


TV Manufacturers 
Again Spurn CBS 
Color TV System 


WASHINGTON, July 8—Radio and 
TV manufacturers indicated their 
continued lack of interest in color 
TV last week in a meeting with 
the National Production Authority. 

Industry members, meeting on 
materials problems, were asked to 
comment on the recent revision of 
NPA's color TV order which per- 
mits color production under con- 
trolled conditions. 

The committee did not respond, 
NPA said. 

Smaller companies told NPA 
that controls over basic materials 
should be continued until supplies 
have improved considerably. Big 
firms indicated a willingness to 
try early decontrol. 

Companies represented at the 
NPA meeting included Admiral, 
Emerson, Fada, John Meck Indus- 
tries, Motorola, Mercury Televi- 
sion Mfg. Co., Packard-Bell, Phil- 
co, RCA, Radio Craftsmen Inc., 
Sentinel, Trav-ler and Wells- 
Gardner. 


the Long Island Press and Star- 
Journal, Newark News, and the 
Italian language newspaper, Il 
Progresso. 

The six radio participation pro- 
grams being used to supplement 
the newspaper advertising include 
The Fitzgeralds (WJZ), Tom Red- 
dy (WJZ), Carlton Frederick 
(WMGM), Margaret Arlen 
(WCBS), John Scott and the News 
(WOR), and two foreign language 
programs on WOV. 

Press Release Inc., public rela- 
tions counselor, has been retained 
to develop recipes and to handle 
general publicity. 


Hallett Elected President 

Sears L. Hallett, publisher of 
Modern Materials Handling, Bos- 
ton, has been elected president and 
national director of the New Eng- 
land chapter of the American 
Material Handling Society. 


FC&B Names Harder A. E. 

| Porter E. Harder, formerly an 
laccount executive with the Min- 
}neapolis office of Batten, Barton. 
Durstine & Osborn, has joined the 
San Francisco office of Foote, Cone 
& Belding as an account executive. 


Roy Madison Joins PR Group 


News, Post, and World-Telegram 
& Sun. 


In addition Ss are running in 


Roy Madison Associates, Cincin- 
nati, has joined Public Relations 
Management Corp., New York. The 
| group now has 20 offices. 


Nat'l Dairy Council 
Does Intangible Job 


But It Can Claim Many 
Successes in 37 Years 
of ‘Underground’ Work 


By Milton Moskowitz 


Cuicaco, July 9—The National 
Dairy Council is something like an 
underground movement for the 
dairy industry in America. 

This comparison may not be ex- 
act, but the simple facts are that 
NDC is set up to get consumers to 
buy more milk and milk products, 
yet it never directly approaches 
the consumer. 

The pre-selling done by NDC 
has been supported by the dairy 
industry for 37 years, long be- 
fore there was an American Dairy 
Assn. and large-scale advertising 
for dairy products. 


® What, specifically, does the coun- 
cil do? Its story has rarely been 
told outside the dairy field, per- 
haps because it works in an in- 
tangible fashion. There is nothing 
intangible, however, about dollar- 
and-cents figures for dairy sales. 
This is an $11 billion market and 
NDC claims an important part in 
creating this market. 

Technically speaking, NDC is 
“a non-profit organization devoted 
since 1915 to nutritional research 

(Continued on Page 62) 
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After Five Years of Advertising... 


Watchmakers of Switzerland Plan 
Strong Campaign to Support Jewelers 


New York, July 9—After five 
years of advertising in the U. S., 
the Watchmakers of Switzerland 
are ready to start “the strongest 
advertising campaign ever run to 
support the quality jeweler.” 

Announcement of the 1952-53 
campaign was made by the Watch- 
makers agency, Foote, Cone & 
Belding International. Full-color 
pages will appear between now 
and next June in Farm Journal, 
Life, Look and The Saturday Eve- 
ning Post. In Canada, the Swiss 
will use Country Guide, Le Samedi, 
Reader's Digest, Selection du Read- 
er’s Digest and Time Canadian. 

In addition, the watchmakers 
will push the “Know Your Jewel- 
er” promotion by making avail- 
able to U. S. and Canadian jewel- 
ers a “Know Your Jeweler” kit, 
with how-to-use instructions. Pro- 
motions of this type have appeared 
in the past in special newspaper 
supplements in a number of cities. 


® The watchmakers are also prom- 
ising that quality jewelers will be 
supported by news stories “pro- 
duced and placed for you as part 
of our public relations program.” 
Moreover, there will be stories in 
the local press that will “educate 
and pre-sell” the jewelers’ poten- 
tial customers “on the importance 
of consulting him for fine Swiss 
watches and other gifts.” __ 
While the big advertising and 
promotion drive is all set to go, 
the Watchmakers of Switzerland 
ure pretty worried. As a matter of 
fact, the Swiss watch industry has 
been living in anxiety for the past 


' year, according to Maurice Vauch- 


er, president of the Swiss Federa- 
tion of Watch Manufacturers. 


s “A grave danger arose for the 
industry, in its principal market, 
on June 15, 1951, when the Elgin, 
Hamilton and Waltham watch fac- 
tories officially requested in Wash- 
ington that tariffs affecting Swiss 
watch products be raised,” said 
Mr. Vaucher. 

Mr. Vaucher notes that the U. S. 
Tariff Commission has recom- 
mended a tariff boost and that it 
is now up to President Truman to 
make a decision on the proposal. 

He declared that the import of 
Swiss watches in no way imperils 
American factories and added that 
imports of Swiss watches “provide 
a livelihood for 15,000 Americans 
who are engaged in the manufac- 
ture of cases, dials, watch straps 
and other accessories. These im- 
ports also provide a major profit 
item for 30,000 jewelry stores and 
form a large part of the salaries 
of their employes.” Moreover, he 
pointed out, Switzerland must con- 
tinue to export to live. 


@ While the threatened tariff hike 
has the Swiss worried currently, 
it was another problem that 
bothered them back in the days 
of World War II. At that time, 
American retail jewelers were 
moaning about their inability to 
get replacement parts for adver- 
tised Swiss watch brands. Swiss 
sales started skidding because the 
public was learning that wartime 
(Continued on Page 66) 


World Trade Needs 
U. S. Advertising, 
Sales Aid: Williams 

Ho._iywoop, July 8—Advertising 
and selling can be instruments of 
world peace, Howard D. Williams, 
president of Erwin, Wasey & Co., 
told the Hollywood Advertising 
Club yesterday. 

But they cannot function effi- 
ciently until the “mathematics and 
economics are right,” he cautioned. 
Mr. Williams said the “right” con- 
ditions must include world trade 
between all nations. We in Amer- 
ica cannot expect to do all the pro- 
ducing and selling, he said. 

Reviewing Erwin, Wasey foreign 
operations, he observed that ad- 
vertising abroad is basically the 
same as here. One finds the same 
emotions, instincts and desires all 
over the world, Mr. Williams said. 

There are differences of media 
because of economic reasons. One 
example cited is the newspaper 
situation in France. It is not un- 
common to find a newspaper there 
on the stands one day and off the 
next, Mr. Williams said. As a re- 
sult, it is difficult to use media ef- 
fectively. 


s In England, the paper shortage 
has of necessity compelled adver- 
tisers to learn to put hard sell in 
small space. English advertisers 
use bus cards much more success- 
fully than here, he pointed out. 

Sweden has the same variety of 
media as does the U. S. In that 
country, advertising people are 
very much interested in research, 
Mr. Williams said, adding that 
Sweden “is a very progressive 
country.” 

Americans shouldn't get the idea, 
he said, that this country doesn’t 
have much to learn from others. 
Erwin, Wasey follows the policy 
of staffing each overseas office 
with natives of the country in 
which it is located. All offices in 


{all countries benefit by exchange 
visits of department heads, Mr. 
Williams said. 


American Stores 
Sponsors Contest 
to Stimulate Sales 


PHILADELPHIA, July 9—As a sum- 
mer stimulus to store traffic Amer- 
ican Stores Co. will launch one of 
its heaviest promotions, featuring 
a “Mrs. American Stores of 1952” 
contest next week. 

The contest will run for 8 weeks 
and will be highlighted. in a series 
of newspaper ads and spot radio 


announcements. It will also be pro- | 


moted on the food chain's five-a- 
week program, “American Stores 
Rings Your Bell” on WCAU. The 
company will distribute some 
150,000 entry blanks through its 
1,200 outlets. 

Contestants must write, in 25 
words or less, “Why I Like to Shop 
at American Stores,” and also, in 
50 words or less, “Why I Would 
Like a Second Honeymoon.” Prizes 
of merchandise certificates will go| 
to daily winners, with five grand)! 
prizes in the offing. 

The winning contestant will re- 
ceive a two-week, expense-paid 
vacation for two in Bermuda. 


Whirlpool Names Netedu 

Whirlpool Corp., St. Joseph, 
Mich., has named Netedu Adver- 
tising, St. Joseph, to handle its 
trade magazine advertising, di- 
rect mail, catalogs and other sales 
promotional material. Beaumont & 
Hohman, Chicago, continues to 
handle Whirlpool’s consumer ad- 
vertising. 


Shelley Joins Erwin, Wasey 
J.P. Shelley, formerly senior ac- 
count executive and treasurer of 
Mayers Co., has been appointed an 
account executive in the Los An- 
geles office of Erwin, Wasey & Co. 
Before coming to Los Angeles he 
was an account executive with Mc- 
Cann-Erickson in Chicago. 


Whiy most pool want 


i | 


G 
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TIME 1S THE ART OF THE Swiss 


FIRST IN NEW CAMPAIGN—The Swiss Federation of Wotchmokers will launch its 
1952-53 ad campaign during July and August with this four-color magazine ad. 


‘Cosmopolitan’ Plans Third Cosmo-Quiz 


New York, July 9—Cosmopoli- 
tan this week announced plans to 
revive its Cosmo-quiz, a test for 
admen only. In this year’s quiz the 
top prize once again is a Cadillac 
convertible. 

In all, the magazine gives away 
nearly $10,000 in merchandise 
prizes to employes of national ad- 
vertisers and their agencies, in- 
cluding the families of these em- 
ployes. 

As before, monthly prizes will 
be awarded. The top monthly prize 
is a complete home movie outfit 
made by Revere; second prize is 
a matched luggage set, and third 
| prize is a Zenith radio-phonograph 
combination. Winners may choose 
equivalent merchandise if they so 
desire. 

The two previous quizzes, con- 
ducted in 1949 and 1950, drew 
6,000 entries. 


s The contest starts with the dis- 
| tribution of the August issue (out 


'July 25) and will be announced 


with spreads in three advertising 
business papers, through Donahue 
& Coe. 

Earlier quizzes have drawn a 
wide variety of respondents. As a 
sample, 494 of the 2,986 entries in 
the 1950 contest included 59 agen- 
cy chairmen, presidents, owners or 
partners; 71 agency media direc- 
tors or space buyers; 146 account 
executives; 18 presidents, owners 
or partners of companies making 
or distributing nationally-adver- 
tised goods; 160 advertising direc- 
tors of such companies, and 40 
sales directors. 

Cosmopolitan also unveiled its 
new format, which starts with the 
August issue, in New York this 
week. It eliminates “jumps,” com- 
pleting all editorial features on 
consecutive pages, puts advertising 
adjacent to editorial, and employs 
the same size type throughout the 
issue, a new practice for Cosmo- 
politan. 


| 

| General Foods Buys Show 

| General Foods Corp. has signed 
;to sponsor “Frank Goss News” 
Tuesdays, Thursdays and Satur- 
days, 5: 45-5: 55 p.m., on the Colum- 
bia Pacific Network. Jell-O is the 
product to be promoted on the pro- 
gram. Young & Rubicam, New 
York, is the agency. American 
Safety Razor sponsors the program 
on alternate days. 


Three Name West-Pacific 

West-Pacific Agency Inc., Seat- 
| tle, has been named to handle ad- 
vertising for Pacific Trail Sports- 
wear; J. T. Hardeman Hat Co., and 
Seidelhuber Steel Rolling Mill 
Corp., all of Seattle. Eleanor Rich, 
formerly with Barnes Woodin, 
Yakima, Wash., has been added to 
the staff. 


Appoints John Gudgel 

John W. Gudgel, formerly sales 
manager of Ross Heater & Mfg. 
Co., Buffalo, has been appointed 
v.p. in charge of heat-exchanger 
sales of the new Kewanee-Ross 
Corp., formed as the result of the 
merger of Ross Heater and Ke- 
wanee Boiler Corp., Kewanee, Ill. 


Wren Switches Agencies 

Bill Wren, previously time buy- 
er with J. Walter Thompson Co., 
has joined the media department 
of Dancer-Fitzgerald-Sample, New 
York, as a time buyer. 


Scrap Steel Supply 


Gains; Drive Ends 


New York, July 8—Because of 
marked increases in the nation’s 
steel scrap supply over the past 
year, National Production Author- 


Department Stores’ 
Net Down 0.4%in 
First Three Months 


New York, July 9—Net profit 
realized from merchandising op- 
erations of department stores in 
the first quarter dropped to 1% 
of sales, compared with 1.4% in 
the first three months of 1951. 

Data released today by the Con- 
trollers’ Congress of National Re- 


| tail Dry Goods Assn. show that 


| eral 


| 
| 


after estimated provision for fed- 
income taxes, net gain de- 
creased in department stores from 
a 1951 first-quarter percentage of 
1.2% to 0.9% in 1952. 

Specialty stores’ profits dropped 
from 2.5% last year to 1.9% for 
the first quarter of '52. Their net 
gain after taxes was reported 
down to 2.1% the first quarter of 
‘52 compared with 2.6% for the 
like period of ‘51. 

NRDGA places the responsibil- 


| ity for the poor performance on 


reduced gross margins and high 
expense ratios. Department store 
cumulative markon was 39.6% in 
‘52 as against 39.2% a year ago. 
At the same time, markdowns ad- 
vanced to 5.9% contrasted to 5.8% 
in the opening quarter of '51. 


|}@ These factors, the report says, 


resulted in a reduction of gre 
margin to 36.1% of sales, a decli 
of 0.6% from '51. At the same tim 
operating expenses moved up fro! 
34.9% in ‘51 to 35.0% this ve 

Department stores taking pa 
in the survey report a decline 
their average sales check to $4.1 
reflecting a 1.0% drop in doll 
volume and a 2.0% increase in t 
physical volume of goods handl 

Inventories at the end of t 
first quarter were down 13% 
department stores, and 8% in s 
clalty stores, the report says. 

Commenting on the report, Ra 
mond F. Copes, general manag 
of the Controllers’ Congres 
stressed the need for all stores 
adopt “revolutionary steps” to g 
expenses back into proper propo 
tion. He said it is “unrealistic” a 
unhealthy for retailers to expe 
to continue to offset high expens 
by steadily expanding sales. 


Court Issues Order. 
Against Ex-Employe 
of Arkansas Dailies 


Mempuis, July 8—Arkansas 
Dailies Inc. has obtained a court 
order against a former employe, 
Charles Dan, forbidding him to 
solicit any advertiser to break 
its contract with the newspaper 
representative firm. 

Mr. Dan left Arkansas Dailies 
Inc. four months ago to form his 
own company, Newspapers South 
Inc. His former employer soon 
charged that he was soliciting 
business from Arkansas Dailies’ 


ity and the steel industry scrap customers in violation of a con- 
mobilization committee have ad-| tract he had signed. 


Earlier, the local court here is- 


vised the Advertising Council that | 
there is no longer need for its|sued a temporary injunction 
scrap advertising campaign. (Noth-| against Mr. Dan and Newspapers 


ing was said about the effect of the | South preventing them from doing 
steel strike.) The council has been | business with anyone who ever did 


asked to stand by in the event of 


business with Arkansas Dailies 


another national scrap emergency.| while he was an employe of the 


® The council launched its cam- 


| 
} 


latter. 
The new order relates only to 


paign April 12, 1951, conducting it) soliciting Arkansas Dailies’ clients 
largely through the business press.|to end their contracts with that 
| company. 


A total of 1,679 scrap ads were or- 
dered by business paper publishers 
during the year. About 75 national 
magazines also ran advertisements. 
Volunteer agencies for the coun- 
cil’s program were James Thomas 
Chirurg Co., Boston, and Fuller 
& Smith & Ross, Chicago. Robert 
D. Mossman, lately advertising 
manager of Jones & Laughlin Steel 
Corp., served as volunteer coordi- 
nator, and Harold L. Coons, ad- 
vertising manager of Keystone 
Steel & Wire Co., Peoria, was as- 
sistant volunteer coordinator. 


Ad Council Elects Ruthrauff 

. Bourne Ruthrauff, v.p. of 
Ruthrauff & Ryan, New York, 
has been elected to the board of di- 
rectors of the Advertising Council 
as one of the directors represent- 
ing agencies. 


U. S. Steel Boosts Rindfleisch 

Keith P. Rindfleisch, Chicago 
district manager, has been promot- 
ed to sales v.p. of the supply di- 
vision of United States Steel Co. 
in Chicago. 
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Fall Radio, Video 
Bidding Is Lively: 
Plans Take Shape 


New Yorx July 11-—Hazel 
Bishop Inc, a heavy user of net- 
work TV since its inception, next 
month will join the list of network 
radio sponsors 

Starting Aug 4, the company 
will present Jay Simms with “In- 
side News from Hollywood” five 
afternoons a week. The five-min- 


ute broadcast will be heard at 2:55 
pm, EDT. As of the same date 

Lorenzo Jones” will aired 
Hazel Bishop sponsorship 
a week. Featured prod- 
lipstick 
plexion Glow (rouge) 

With the start of this network 
campaign, spot radio is expected to 
be curtailed 


be 
under 
three days 
will and Com- 


ucts be 


activity will 
includes tele 
on DuMont’'s 
and sports), 


@ Other advertising 
not be affected. This 
segments 
of Stars 


vision (two 
"Cavalcade 


A nile Fate 


(in several hundred 
magazines. Raymond 


handles this account 


newspapers 
cities) and 
Spector Co 


Television business at NBC this 
week included a 15-minute weekly 
sale to Anheuser-Busch (D'Arcy 


Advertising Co.), which canceled 
its CBS-TV hour in June after the 
network got into a contract hassle 
with Budweiser'’s star of two sea- 
Ken Murray. Mr. Murray 


since come to terms with Col- 


son 
has 
umbia 

Another client may be acquired 
at the expense of another 
petitor. Contracts have not 
been signed, but Kellogg Co. (Leo 
Burnett Co.) is slated to switch 
“Space Cadet" from ABC-TV to 
NBC-TV, in the 6-6:15 p.m. time 


slot 


com- 
yet 


® At CBS Radio the Richard Hud- 
nut division of Warner-Hudnut 
contracted to sponsor Edgar Ber- 
gen and Charlie McCarthy this 
fall. Mr. Bergen, whose broadcast 
was backed last season by 
Cola, will keep his old time period 

Sundays at 8 pm. EST. This 


Coca- 


vork venture for 
ce Walter Win- 


months ago 


buy—-the first ne 
Richard Hudnut 
chell left radio 


me 


-was made t! igh Kenyon & 
Eckhardt 
Meanwhile, General Electric Co 


e leading bidder 
tar, Bing Crosby, 


has moved in as | 
for another CBS 


now that negotiations with Coca- 
Cola Co. have « ipsed. The pur- 
chase will cover radio and TV— 


ted schedule 
(Benton & 
t the CBS-pro- 


the latter on a lir 

General F ox 
Bowles) has boug! 
duced comedy Life with Luigi,” 
aS a permanent replacement for 
“Claudia” on TY. The program 
will start Sept. 22 


Appoints Madison Advertising 


Compressed Products Corp. has 


appointed Madison Advertising| 
Co., New York, for Delicate, a 
sanitary napkin packaged like a 


lipstick. Women s and 


newspapers will be 


magazines 
used 


Royal & de Guzman Moves 
Royal & de Guzman Advertising, 

New York, has moved into its own 

building at 135 E. 36th St 
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Highlights of the Week’s News 


There's another bit of Duane Jones-Joseph Scheideler rhubarb this 
week as Duane Jones answers the libel suit filed by Scheideler a 


week ago 


Page 1 


Doeskin Products officials made some rather cutting remarks about 
International Cellucotton’s pricing policies this week. Read about the 


battle of the tissue papers. It starts on . 


Page 1 


Not too many people outside the dairy industry know much about the 
National Dairy Council—what it is and how it operates. This week, 


AA pulls back the 


curtains, explains how the council boosts con- 


sumption of dairy products without directly approaching the con- 


sumer 


Page 2 


John Schwegmann Jr., the anti-fair trade grocer in New Orleans, has 
invited residents of the city to wire President Truman at Schweg- 
mann's expense and ask him to veto “the criminal and unconstitu- 


tional McGuire price-fixing bill.” 


.. Page 2 


“A good deal of murder, or near murder, is chee monet in the 


name of sweet charity,” 


in AA’s opinion. You'll find an outspoken 
discussion of TV marathons for charity on .. 


Wall, S. D., has a population of 500. It might not sound like an impor- 


tant metropolis, 


but it has a drug store that attracts more than 


500,000 visitors annually. One out of every 20 people in town works 


in the store as a clerk. The secret: See . 


.Page 28 


Max Geller of Weiss & Geller believes that the FTC should have the 
power to bring media into false and deceptive advertising cases as 
respondents. He just published a book on the subject, a book that's 
guaranteed to become one of the most controversial marketing vol- 


umes ever published 


Page 32 


This Week Magazine has just issued a comprehensive, 60-page report 
on the distribution of mixes of all types. It’s one of the publication’s 


most important contributions. See .... 


Curious about Look's new study? You'll find some of the data that 


everyone's talking about on 
If admen * 


‘were more interested in the history of their profession they 
might less often have the epithet ‘huckster’ thrown at them,” 


in the 


opinion of an AA reaaer. Another reader tells “the real underlying 


reason” 


for the ban on speculative presentations 
_Albert Lasker attempts to define “advertising” in this week's 


instal- 


ment of “The Lasker Story,” one of the most fascinating advertising 


stories ever published 


Page 54 


Dr. George Brown does an analysis of coffee buying among 100 Chicago 
families during 1951 in his latest report on the Chicago Tribune con- 


sumer panel. You'll want to spend some time with this one . 
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Fieldcrest Names Grunau 
Howard W. Grunau has been ap- 
pointed to the newly created posi- 
tion of assistant merchandise man- 
ager of Fieldcrest Mills, New York, 
a division of Marshall Field & Co 
Mr. Grunau was formerly depart- 
ment manager for bedspreads. 


Open Ad Art Studio in Seattle 

William Werrbach and Bob De- 
laney, formerly with H. J. McGrath 
& Associates, Seattle agency, have 
opened a new advertising art stu- 
dio under the name William Werr- 
bach & Associates in the Palomar 
Bldg., Seattle. 
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todays health 


MARKET FACTS 


Morkets ore people — 
th Fomilies need and buy more than individuals. 
Norfolk Portsmou w pulent | — hr FAMILIES: 40% of TODAY'S HEALTH wbscribors have 
i is 0 " from one to five children. 
. establishments in t a“ ond onciws 
— and drinking : 1 8 in 1951 thar _— a Home owners need and buy maintenance and home 
Fating more 54 ie con 9 - furnishings and with large or opie — these 
1 up 35°« addition full penetrate BUYING POWER: enpenditeres ebntinve shesegh the 
ket servet } lu In neh 
— h trend is stil P- of this 78.5% of TODAY'S HEALTH oe Leaye are Home Owners. 
d the morke! 
1950...a" mame 23°: tocomt $2,000 to a . 2 oe. «42% 
elim For all U.S. families) . . . . . . 55% 
grocery sales 18 / HOME OWNERSHIP: Incomes $5,000 and over ofa 467% 
1 drug store sales : (For all U. S. families) 17% 
and ar 1 
ver the marke READERSHIP: Average TOTAL MONTHLY READERS . 4,031,922 


You can ce 
like a clean tab 


with WTAR-AM- nial 


le cloth 


tn no other publication can you reach a preselected morke! 
ef greater potential soles and profit possibilities 


tn no other publicotion can you purchase space of such 
| = tow cont. cost. Get all the facts about TODAY'S HEALTH ond 
the Marchoadising pians — Just write, wire ‘or phone 


neg 
7  podeys health 
American Medical Association 


Phone: WHitehall 4-1500 
535 N. Dearborn St. Chicage 10, Ill. 
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S best customers 


; How can you be sure you're reaching best cus- 


tomers only? Easy! In New York .. . one news- 
paper—the Herald Tribune—picks them out for 
q you. And the selectivity of the Herald Tribune 
enables your advertising to concentrate on New 
York’s best customers . . . to sell more at lower 


cost...at a higher profit! This Herald Tribune 


103.000.000 bottles of beer and ale are 
bought yearly for home consumption by 


Herald Tribune families. $11.000.000 for blouses. 


movies a year. 


Statistical Source: Herald Tribune Continuing Home Study—uniquely complete analysis of 


a newspaper's audience. For further data, write to Herald Tribune Market Research Department, 230 West 41st Street, New York 36, N. Y. 


25th of a series! 


mean bigger profits! 


Quality Market offers advertisers an audience 
with higher incomes, unusually large savings and 
security holdings...a class market that buys 
mass—in every price bracket! For more sales 
and more profitable sales...sell the five billion 
dollars BIG Herald Tribune Quality Market! 


Get details... now! 


NEW YORK 


Herald Tribune 


They spend $12,000.000 a year wae Herald Tribune families make 
i*} just for women’s hats. . and <1) nearly 15,000,000 trips to the 
@ ih? 


Z 6,375,000 books a year are bought by 
Herald Tribune families. 
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Joins ‘Hunting & Fishing’ Curl Heads WOV Sales 


R. Bolander-Olson, formerly Joseph N. Curl, formerly of 
with Hearst Magazines and before ABC-TV's spot sales division, has 
that with Macfadden Publications been named ales manager of 
and Esquire, has been named sales WOV, New York. Mr. Cur! started 
promotion public relation and his working career some time ago 
merchandising manager of Hunt- as a junior salesman for the foreign 
ing & Fishing, Chicago language radio station 
CBS Adds AM Station Mutual Appoints Kenneth 

KFIR,. North Bend, Ore, has Robert L. Kenneth, formerly 
joined CBS Radio as a bonus sta- manager of WONS, Hartford, has 
tion to the Pacific Coast group. joined the station relations staff of 
The addition of this 250-watt sta- Mutual Broadcasting System, New 
tion brings Columbia's total num- York, as manager of its southern 
ber of AM affiliates to 209 division 


FLOATIN’ SLOGAN Pobst Sales Co. will pose this refreshing question 'n August on 
posters th oughout the U. S. Warwick & Legler is Pabst’s agency. 


The Sun Shines Bright On PADUCAH— Appoints Gill-Keete & Perna count executive of Klau-Van Piet- 
z © $500 Million Atomic Plant Is Going Up. | Gill-Keefe & Perna, New York, Srsom-Dunlap Associates, Mil- 
@ Bank deposits up 76% in 1951. has been named national repre- . , 
sentative for WEW. St. Louis, and P 

- @ More than 20,000 new jobs in year. WCYB, Bristol, Va. Neither pre- Two Name M-E in Havana 
y. viously had a representative The Havana office of Guastella 
a The Paducah Sun-Demerrat McCann-Erickson has been ap- 
° »0inted to handle Cuban advertis- 
, t Kouba Appointed A. E. oa for Cia. Textil La Corona, 
28,000-Pius Paducah, Ky. Burke, Kuipers Frank H. Kouba, formerly with S. A., textile manufacturer, and 
Dafly - Sunday & Mahoney Meredith Publishing Co., Des Laboratoires Valda of Paris, maker 

of Valda pills. 


Moines, has been appointed an ac- 


The San Diego market has shown an increase during the period 1940- 
1950 of 92.4% — the highest rate of growth of any market among the top 
43 in the country... according to Dr. Vergil D. Reed, vice-president and 
associate director of research of the J. Walter Thompson Company. 
San Diego now has a 710,808 population — a 28% increase over 1950 — per 
the special March, 1952 census. 


San Diego Anion 
acd 


EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
-WEST-HOLLIDAY CO., INC. 


IMPORTANT CORNER 


& IN THE U.S.A. 


Advertising Age, July 14, 1952 


N. Y. Grocers Lag 
in Distribution of 
Beauty, Health Aids 


New York, July 9—New York 
grocers are not paying any atten- 
tion to the cosmetics needs of their 
customers, whose per capita spend- 
ing for cosmetics is among the 
highest in the country 

According to a study released by 
Selling Research Inc., distribution 
|of beauty aids among local food 
|merchants is ‘way behind the rest 
of the nation. Twenty-seven typi- 
;cal non-food items have 22.1% 
penetration in New York food 
stores and 59% penetration nation- 
ally, according to the store audit 
specialists. 

Penetration in New York is 
higher in independent self-service 
stores (28.5%) than in chain self- 
service stores (21.6%). The study 
attributes the difference to the 
activities of rack jobbers who serv- 

|ice independents. 


| 
| 


\s On a relative basis, the degree 
of penetration for beauty aids is 
|}much higher than for health aids. 
Headache tablets have 65.2% dis- 
tribution nationally in food outlets, 
but only 5.1% in the metropolitan 
New York area. Cough remedies 
and cold tablets are 55.3% and 
41.5%, respectively, on a national 
basis and 1.4% and 0.4%, respec- 
tively, in the New York area 
Two-thirds of food stores na- 
|tionally stock hand lotions and 
| creams, while only one-quarter of 
the New York grocers stock these 
| items. 
| Other items with high national 
| distribution in food outlets showed 
up as follows in metropolitan New 
York: 


U.S New York 
Personal deodorants 62.2% 22.6% 
Cleansing cream 58.7 23.1 
Talcum Powder 58.3 23.2 
Hair Pins 56.3 22.5 
Combs 55.5 21.2 
Shampoo 83.7 26.9 
Tvothpaste 76.6 25.2 
Shaving Cream 72.0 23.5 
Bandages 70.1 23.2 


The highest non-food item found 
in local food outlets was cigarets, 
with 94.1% penetration. National- 
ly, cigarets are in 97.9% of the food 
outlets. 


|NAMP Changes Name 

Members of National Assn. of 
Magazine Publishers at a special 
| meeting July 7 voted unanimously 
| to change the corporate name to 
Magazine Publishers Assn. The 
|}new name will become effective 
| as soon as required legal procedure 
| has been completed. 


Bonneville Leaves Remington 

E. A. Bonneville has resigned 
as general sales manager of the 
air conditioning division of Rem- 
ington Corp., Auburn, N. Y. His 
| future plans have not been an- 
| nounced. 


| CBS-TV Appoints Perkinson 


William Perkinson, previously 
lof Ziv Television Programs, has 
| been added to the Chicago staff of 
| CBS-TV Film Sales. 
| 
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ry Youngsters are cautious and competent critics . . . E hs 
weighing, comparing . . . and, finally selecting their National 
; preferences. As they scan the 400-odd comics books . 
on their newsstands, most of them choose titles of The National Comics ( () ill | ('S 
Group. We like to believe that it’s because they recognize quality . . . 
quality of conception, writing, artwork, printing . . . all those things that (; l 0 ll p 
make for leadership in every field of publishing. 
With its selected audience and selected editorial appeal, The National i ll 
Comics Group is doing a thoughtful and effective job . . . is presenting Richard x Feldon £0. Inc. 
in a new garb those age-old charmers, Humor and Adventure. Our 205 East 42nd Stenst 


New York 18, N. Y. 


advertisers benefit, too! CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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‘ sponsor Edwin ( Hill in a five marketer f fresh vegetables and John F. McDanie!. who has been 
w minute newscast five night S | wanhes n California and Arizona Manager of marketing has been 
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Phil B AM Newscast direct a public relations program Hotpoint Promotes McDaniel p . 
rene aan eemcen ij The, prokiam, sil be aimed” at Ye Marketing Head AGeNcy Head Burns at Excessive 


. 
EDT. over ABC. Hutchins Adver into close cooperation with respect Promoted to vp and marketing Mat Shrinkage by Newspapers 


to consumer manager of Hot- 


Using Co Philadelphia : tne point Co. Chi- 
Agere ano (Continued from Page 1) 
Gardner Resigns Account John C. Sharp, “Furthermore.” Mr. Muench 
Appoints Bob Denton PR Gardner Advertising Co, St resident, said said, “to add insult to injury, these 
Western Grower Asst Los Loui has resigned the electrical at the promo- newspapers continue to bill at a 
Angeles, has named Bob Denton appliance divisior sccount = of tion has been rate based on their printed specifi- 


made from with- cations—not on their print page 
the company 


As the page shrinkage seems to be 

keeping with ; 

the policy of in width, and not in depth, they 

building Hotpoint justify this *s being a line rate, 

as an independ- but since ‘+ mn has a 1%” line 
John F. McDaniel ently operated, been the sa. ¢ as 2”” 

Chicago-staffed 

organization. In his new position, @ “From the agency's standpoint, 

Mr. McDaniel h complete re- of course. the most serious prob- 

Se etc ne Poll jem is the ruin of the reproductive 

P 2 “3 f yeni quality of their carefully and ex- 

" pressly planned campaigns, espe- 

Gardner Joins Dan Miner Co. cially those containing halftones of 

_ Steve Gardner, formerly with high priced photographs and wash 

Shore Associates, Los Angeles, has “ine We : half 5d 

‘coined Den B. Miner Co.. Los An- drawings e prepare alftones 

for Dealerships! gzeles, to handle exploitation and and mats to reproduce according 

promotion for the Thrifty Drug to the newspapers’ announced col- 

me AD-VER-TIS-ER, INc.. FORT WAYNE, INDIANA Stores account umn and page widths, only to have 


‘ 
Public Relations, Los Angele to Knapp-Monarch Co, St. Louis 


Who is 


this under 


eh 


the Hawatian 
hat? 


NTS ET A 


P " 
THM A\VetSs 
Miaar te, 


it could be you! Why not take a couple of weeks or so 
in Hawaii? The business will stagger, probably, but it 


won't entirely collapse while you're gone. 


On United Air Lines, Hawaii is near. Less than a day 
from New York, 20 hours from Chicago, 

1o!, hours from Los Angeles, 934 hours trom 

San Francisco. The great twin-deck Mainline 
Stratocruiser even offers you a private stateroom 

For United Air Lines, our client of fourteen vears, 
advertising tells the storv of winged travel to Hawaii and 
eighty-two cities on the U. S. mainland. During 


the past three years, United travel has nearly doubled. 


N. W. Ayer & Son, Inc. 


Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 


the publication shrink their mats, 
thus completely changing the half- 
tone effect 

“Here's a specific example,” con- 
tinued Mr. Muench, “a 1,500-line 
ad we ran—250 lines on 6 columns 
It was a test ad, and broke in two 
cities. In one city the newspaper 
specified a 165/16” page width— 
and every page in their publication 
was printed to 1534”— a shrinkage 
of 9/16 of an inch. On a large half- 
tone used in this ad, our engravers 
tell us that in printing the screen 
is changed from 65 to 70. Needless 
to say, the halftone iost effective- 
ness completely. 

“In the second city, the publica- 
tion specified a 16%” page, and 
printed to 1544”—a shrink of 114”! 
What this did to our large halftone 
illustration was something pitiful 


@ “From the standpoint of the 
newspapers,’ said Mr. Muench, “I 
think this unannounced shrinkage 
policy is crass stupidity. They 
spend tremendously on their edi- 
torial staffs to build a reputation 
for crusading for the right—they 
like to be known as the community 
champions for honest government, 
stoppers of crime waves, workers 
for city welfare. Yet their short- 
sighted and completely unneces- 
sary page shrinkage policy lays 
them open to accusations of thiev- 
ery, conspiracy, and just plain 
dishonesty. 

“The C. Wendel Muench agency, 
like others, has taken steps to 
guard against the ruin of the re- 
productive quality of their clients’ 
ads. But we have gone a step far- 
ther—every order that goes to a 
newspaper from this agency car- 
ries this warning— 

NOTICE! 

Art, plates and/or mats furnished 
you for this advertisement were 
prepared to give good reproduction 
when used in accordance with your 
mechanical specifications as pub- 
lished in Standard Rate and Data. 

u intend to vary your speci- 

page or column width beyond 
established industry shrinkage tol- 
erances, and thus deteriorate the 
reproductive quality of the adver- 
tisement, do not publish this ad- 
vertisement, and notify us accerd- 
ingly. 

“It is time,” concluded Mr. 
Muench, “for agencies to write in 
demanding that newspapers stop 
their unannounced changes of col- 
umn and page widths; to stop ruin- 
ing expensive advertising; and to 
return to a decent and honest poli- 
cy of fair play to agency, client, 
and the public.” 


KNX Promotes Taylor, Finn 

Sherril Taylor, who has been 
sales promotion manager of KNX, 
Los Angeles, and the Columbia 
Pacific Network for the past year, 
has been promoted to director of 
sales promotion, advertising and 
exploitation. Robert L. Finn, who 
has been a writer with KNX-CPN, 
has been named to work under Mr. 
Taylor on program promotion and 
exploitation. 


Toledo Edison Names Ryan 

James J. Ryan, formerly with 
the puolic relations department of 
Doehler-Jarvis Corp., Toledo, has 
joined the public relations staff of 
Toledo Edison Co. 


Pig | NATIONAL 
“eee DISTRIBUTION 


Fast, Easy, Low in Cost! 


pendent selling field. This pian has built 48- 
state distribution quickly and at 


dollar industries . and hundreds of smalier 
firms. If your product or line can be sold by 
demonst: 


® frank, expert 

bilities and future in the direct-to-consumer 
selling field. There is no cost or obligation to 
you. Write today in detail. 


OPPORTUNITY MAGAZINE 
Dept. A-127, 28 E, Jackson Bivd., Chicago 4, Ml 
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(And Country Gentleman was already the best-read 


magazine among Rural America’s best families!) 


Every member of the family is finding Country Gentleman full of more help 
to farm and live better than ever before. Charts below show how readership 
is climbing to still higher levels. Note particularly how readership by men 


THERE’S A REASON! A new editorial program 
is underway, to keep Country Gentleman con- 
stantly geared to the rapid progress of today’s 
farm families... 


More farm features, graphically presented and — 


faster paced, are increasing Country Gentleman's 
usefulness as “the idea book of better farming.” 


Country Living, new magazine-within-a-maga- 
zine, is bringing a complete program of better 
living ideas to every member of the family. 


and women has increased from cover fo cover. 


CIRCULATION IS RISING! As a result, Country 
Gentleman is not only better read—but read by 
more families. Circulation is well above the 
2,300,000 rate base and further substantial bonus 
circulation is anticipated. 


There never was a better time to concentrate ad- 
vertising of products for better farming and better 
living in Country Gentleman . . . the best-read, 
best-liked magazine among millions of The Best 
People in the Country! 
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* Average Visibility of Magozine = 100 


Beginning Country Gentlewoman End 


07S eee Mole Reoders 


ras ences Female Readers 


Ace Both Sones 


Beginning Country Living End 


entleman 


MAGAZINE FOR BETTER FARMING... BETTER LIVING 
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Inside a Press Agent's Dream 


Despite the mit efforts of score of high-priced talent and a 
tele. hon of ma oth proportion it look is though the 

SO \ feam i ing to have to swim to Helsinki this summer 
‘ rV ma hor thered pledges of $1,200,000 vell in excess of 
the needed But practica nobod has bothered to pay his 
pled bees 

7T make i int i little evnically CCUUSE ve're an old fossil 
Whe think marathor vhether on the dance floor, the TV set or 
anywhere else re strictly from nonsense. And that a considerable 
Aber of publicit eekers have discovered that it is easy to get a 
free .\\ nthe wir by makir 1 donation vhich frequently remains 
unt. ected and uncollectible 

tT. \mateur Athletic Union is vers unhappy. So, presumably 
are the tir ine luding Bing Crost Bob Heope Eddie Cantor and 
othe vho stayed up all night ire NBC and CBS. So are an 
@SEO! brent f rewular actor usiciin tauyehand ponsor ind 
Wet-all who gave way to the bi pectacl 


Actually, no one seems very mu 
int® . 


happened to lift the curtain on 


»> blame, except for being talked 
looked 
backstage 


uper-duper operation hict wonderful until some one 


the operation 


Bd Sullivan, who has some interest in TV himself, suggested in his 
NEWSpaiper Jumn the other day that the Federal Communications 
Cofmiissior hould step into what he calls the telethon” picture 
He wants the FCC t (1 determine how much money has been 
raiged by at telethon (2) compel the TV networks to make this 
infériniation a matter of public record, (2) refuse permission for other 
tel@thions unte the sponsors can prove an immediate public need 
and guarantee to conduct it under a rigid set of rules and regulations.’ 

We don't know whether we want the FCC butting into the matter 
ind it is doubtful rf it could ae © legally ince some element of cen 

orsbiy eon involved) But it certainly does seem that a little more 
re tance t ‘ itled charitable, civic and public-interest appeals on 
the part of ever ne would be rood thir ind a little better or- 

i ithor ee that evervthing is on the up and up 

\ «to deal of murder, or near-murdet being perpetrated in 
the mame f sweet charity ind in the name of various and sundry 

ruar shich have some h ounding and presumably worth 
\ le pur ‘ but hich frequent erva i lot of ide issues, like 
vettin prublicit for the right people, or creatu vood staff jobs 

The br feast ndustry, the publishing industry ind advertis 
ers and perf er eneral owe it to themselve ind to the public 
not to- be ‘ carried aw t ippea!l mut to look long and 
realistica itever uch promotion. Is the need real and great’ Does 
the proposed promotion fit the need” Will pledges be meaningful” 
How mans Cause can tn eusonabliv: promoted 

These re se ‘ f the esthor that o ht to be investigated care- 
fi noevery cause 


Emory Passes on Advertising, Journalism 


No one will argue that a university has every right to determine 
its own course f study. But a good many people in advertising as 
we is journalism are serious!y concerned over the decision of Emory 
University in Atlanta to discontinue its division of journalism, and 
hence its advertising courses vhen commitments to present students 
have been completed 

Emory and the Atlanta Advert ! Clu vorking closely together 
have had a notably successful career ponsering an annual ad- 
vertising seminar ind in reawakening an interest it ournalism and 
in advertising in the Southeast. Discontinuance of the school will 
have a serious effect not only on students, but on the university's 
work as a focal point for developing better and more effective ad 
vertising among professionals throughout the Southeast 
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Cage 1982 Pett Reverpriee mm 
At gre eee of 


lichty, in the Chicago Sun-Times 
so when | come home you can tell 
~ we went about choosing a candidate 


on television, dear! 


And keep your eye 


me t 


What They're Saying 


A Winning Hand 


A business man may be so 


sound merchandising policies have 
continued and today the 
Martin Drug Stores do not feature 


faus- been 


tidious that he is picking a smidgen 


of lint from his trousers with one the so called loss leaders (the mer- 
hand while scrawling his name on chandising system which called for 
an important letter with the other. featuring a few items below cost 


A salesman may vriting an al- and then attempting to switch the 
most illegible sale report with customer to something “just as 
one hand while articulating beau- good”); they carry the nationally 


tifully over the phone to close an- 


other And a copy 


advertised, dependable brands that 


sale writer may the American public respects and 


be editing pearls of advertising im- trusts) We have bargains, too, 
pact with an impatient scrawl on such as our Rexall 1¢ sales, half 
the one hand while smoothing his! price specials, etc. But they are 
wrinkled brow in cogitating an- staged in conjunction with the 


other whiz bang ad with the other” manufacturers, who pass on to the 


The examples are endless. The customers, through us, the savings 
scrawls require the work of an brought about by mass merchan- 
expert cryptographer. Surely bad dising, not by taking it on our- 
handwriting causes, if nothing else, selves to offer a few items at be- 
an immeasurable amount of lost| Jow our cost and then “making it 
time and on some other occasions, up” on a long profit, doubtful- 
utter confusion. But certainly, it) quality merchandise 
also results in lost business, van- Radio commercial used on a radio 
ished sales and money out of the program ‘(1 Was a Communist for the 
b . ee FBI) of Martin Drug Co Tucson, 
hand because of rections, cor- i: aie caeeeaeiie akar aes 
rections and more botched up 
‘“oOpy . 
_ Consider the Salesman 
A winning hand not a sure on , 
; There is no question that the 
cure any more than flawless dic- 


attitude of management towards 
salesmen is improving. Salesmen’'s 
opinions are being considered in 


the formulation of general selling 


tion is a sure indication that a sale 


opened with confidence will be 


closed with an order. Good hand- 


writing has a definite place among . 
B ; r : & policy. Gentlemen, please realize 
the arts which should accrue to 4 
that your salesman is your front 
business men. And it has many ad- , 
‘ that hat line infantry man, exposed to the 
vantages vat are obvious tha : 
th : ‘ a warfare of modern competition 
they do not requ elling out 
“ie 1 —n° He suffers all kinds of customer 
So nex ime affix your 
‘ ‘ : itt complaints and reports them to 
signature to a neu! typewritten 
, - i ' f PS } headquarters. Now if management 
fetter anc yerhap en a . e- 
y . is not attentive to these field re- 
sides, try to imagine vourself re- 


then somewhere along the 
is remiss 


. » actions 

ceiving the same letter. Would vou 
; line the policy 

1 feel that a form of 


encouragement in addition to that 


be annoyed? 
Horace A. Sct 
J. W. Clement Co, in Cle- 


Comments 


desirable 
manager 


ment of listening to the salesman is to 


: familiarize him with statistical 

eine Just as Good t operations, product engineering, 
sre’s a persona! message 

seal olga sey essage Irom arket research, and even ac- 


Mr. A. P. Martin, pre 
Martin Drug Co This 


ident 


of the 


counting so that he has a pretty 
is the day | 


good background of how his com- 


we do honor in as way t ur 
f - uo i i 1 lik % Rahs " pany works, Then too, stock parti- 
ath an ike to rec yw a | 
eo ' c se — P cipation always gets a salesman 
my ather, r@Or pe art . : 
f , led — re. to take a keener interest in what 
» vur organizatior . - " 
—_n cring peg os ‘ he’s doing, for then it’s also his| 
in Arizona City now Yuma) 
company 
Ariz... and began operation on a 
' A Jim Duffy, The Underwood Corp 
. . > <t on ry 
strict code of hone nerchandis- it a meeting of the Sales Executives 
ing—to him there was nothing Club of New York. during a panel 
“just as good.” His influence and a called “The Salesman Talks 


Rough Proofs 


Most telethon subscribers to 
| worthy causes like the Olympic 
|games apparently forget to pay 
their pledges, but they undoubt- 
edly enjoy the free publicity 


Lennen & Mitchell,” reports the 
world’s greatest advertising jour- 
nal, “gets Bromo-Seltzer account.” 

And a number of other adver- 
tising agencies get headaches 


Heating equipment, galoshes and 
tire chains did a land-office busi- 
ness in last winter's snowy season, 
and now air conditioning units, 
electric fans and ba\hing suits are 
having a hey-dey. Who says the 
weather man isn’t the advertiser's 
best friend” 


Wheat Flour Institute gets 75 
| advertisers to tie in with national 
sandwich promotion, the story 
| Says 
! It'll take a lot of triple-deckers 
to make room for all of them. 


“The average salesperson,” says 
| Fortune, “is not only doing a poor 
|selling job, in many cases he is 
actually discouraging customers 
from buying.” 

That is, he’s the mail order ad- 

vertiser'’s best booster 


Speaking of raising hogs, Wal- 
laces’ Farmer & lowa Homestead 
“You can't hurry a gestation 
table.” 

Nature prefers to operate strict- 
ly on schedule 


says, 


The Detroit News reports that 
in the Motor City Ford is the pre- 
ferred automobile. 


Chevrolet may demand a re- 
count of the license plates. 
* 
Political candidates have been 


getting special training on how to 
appear before a television camera. 

Maybe Sen. Kefauver would be 
willing to provide instruction of 
this kind for a nominal fee 


Columbia University is prepar- 
ing to award a new degree in pub- 
lic relations, and the campaign of 
Gen. Eisenhower has had nothing 
to do with it 

a 


Sinclair has a rustproof gasoline, 
and Tide Water is now offering a 
new detergent motor oil. 

They seem to have been borrow- 
ing a page or two from P&G's 
merchandising encyclopedia, 


A company looking for a house 
magazine editor advises, “If you 
don’t enjoy reading Time and The 
New Yorker, no need to apply.” 

May applicants be newsstand 
buyers, or must they have paid-in- 
advance subscriptions? 


Congressman Klein points out 
that there’s a lunatic fringe “that 
delights in torturing itself by 
watching bad TV programs.” 

After all, they still put those 
dialing knobs on the receivers. 

Copy Cus. 
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The Philadelphia Inquirer 


onstructively serving the 
World's Greatest Industrial Area— 


Now in its 19th 
Consecutive Year of Total [| 
Advertising Leadership i 


in Philadelphia! 
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Che Philadelphia Inguiver 


-onstructively Serving 
the World’s Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodword 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Gorfleld 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigon 0259 


DELAWARE | 
VALLEY, 
U.S.A. 


—the Greater 
Philadelphia 
Market 


Out from Philadelphia it stretches . . 
busy Delaware from Trenton to Wilmington. Deep 


A ET A EE EN ak i pia a Nig Ae om 
na onieeaninenle . : ue pasate ames ee oss 


: 


all along the 


into New Jersey it spreads, and all through Penn- 
sylvania’s busiest counties... the entire Phila- 
delphia Retail Trading Area. Here live 4,500,000 
people. Here factories thrive, expand, plan even 
further growth. Here is America’s 3rd Market... 
the ever-growing Delaware Valley, already the 
world’s greatest industrial area, with Philadelphia 
at the heart of it. 


Here is a market foremost in sales opportunity today 
and with an ever-widening future. And in this market 
is one of America’s greatest newspapers to deliver 
your selling message with an assurance of response 
engendered by confidence and loyalty. Your selling 
plans should include the Delaware Valley. Your 
schedule must include THe [Noutrer. 
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Plan National Ad introduced its vaporizer in March,| alone, Mr. Becke Thyavals Inc. Names Sherry Vinyl House Names Grady 


Hart J Becker, president of the He said that the ision to start tobert Sherry, formerly with Presto Plastics Products Co, 
firm, told AA that he anticipated national advertisi: iickly was Bauer & Black, Chicago, has been producer of vinyl! film, hz ap- 
ush for Mortron . oak Ge te 
sles of about 500.000 units tt reached when the mpany was named national sales manager for pointed Robert B. Grady Co., New 
H vear Now Mr Jecker ivys cur- able to solidify it tribution set-| Thyavals Inc., Los Angeles. He York, to direct its advertising. Na- 
Insect Vaporizer rent sales are running at the rate up So as to assure f distribution succeeds George Johnston, now onal Magazines and business pa- 
Purtavetcenia, July 8 The Ex of about 1,000,000 unit i year, in almost every tate and in a with Johnston, Freedy & Lamp- pers will be used. 


son, a sales organization (AA, 


terminator Corp. of America will and he hopes to produce and sell) number of export rket 
a ; seer : June 23) 
start the first consumer ad cam- more than 5,000,000 units by the The successful « n technique —— yearn 
paign for its seven-ounce Mortron end of the year employed in the trade and news- | pyy7Z7 4 : ed Materna, formerly in adver- 
cottons ; ints Zenzen tising *hicag e 4 
insect vaporizer with a half-page If sales volume continue to paper campaigns w ilso be used — tising in Chicago, has been named 


ta Zenzen, formerly chi e advertis Zz anc > 
id in the July 261 ie of The Sat grow the company may pend in the national driv¢ —_ > eed "A <n “ ae yo 


Aap ; = I ; ; . of advertising at Boeing Airplane manager for Artone Color Corp., 
urday Evening Pos more than $100,000 in the next two Philip Klein Ad tising Agency Co. Wichita, has been na: pro- New York maker of New Artone 
The compan introduced its month on national advertising handles the accou motion director of KX YZ, 1: ouston. | acetate inks 
$6.95 household vaporizer four - 7 _ ee 


mont mou elected area with 
cooperative newspaper id and 
al used trade publication space 
(AA, March 24 A coupon wa 
used in these ad nd the result 
vere phenomonall uccessful 
thie mopar report 

Other magazine on the new 


campaign schedule include Better 
Homes & Gardens. Country Gentle 

man Greet, Life and Pathfinder. In 
fdition, the company is current 

ly testing pecial ad copy in 31 
trade publications 


0, 000 cooks got 


@ When Exterminator Corp. first 


(No. 2 of a Series) 


HOW TO USE 
MASS MAILINGS 


AN of A is one of the largest buyers 
of 


mtage on the entire continent! 


Bash day, we send out for well known 
> ae literally MILLIONS of let 
terGand packages. (Some single mailing 
COMpeigns run upwards of 10-million 
pleges ) 

And@, as part of our service, we have 
ava@able the finest, most complete lists 
of @cupied residences. These OCCU 
PANTS’ LISTS (in Canada, “HOUSE 
HOLDER" LISTS) enable you to 
reagh your prospects in thei homes in 
oné city, an entire state, or all of the 


U. 8. and Canada 

By using our Occupants’ and House 
holder’ Lists, you can get your literature, 
sample or coupons to consumers fast, 
effectively and at very low cost 

These A D of A Lists cover better 
than 95% of the able-to- buy homes, 
anywhere!’ They are kept to high stan 


Bh eee 


dard by conscientious, continuous field 
and mail checking, they are continually 
kept “hve” 

To get vour advertising mes 

sage, coupon or sample to a 
lot of potential buyers at one 
time, /et us help you plan 

Phone our nearest office now 


ADVERTISING 
DISTRIBUTORS OF 
AMERICA, INC. 


NEW YORK 17 
400 Madison Ave MUrray Hill 8-6500 


CHICAGO 5 i / 
424.8. michigan Ave. WArrhon 7.0678 THERES NO PLACE LIKE THE AMERICAN 
Pee 


DETROIT 26 


834 Bogley Ave W Oodward 2.1174 
PHILADELPHIA 7 
314 North 13th St MArket 7.5944 
PITTSBURGH 22 
243 First Ave GRant 1.1100 
SAN FRANCISCO 3 
809 Mission St. GArfleld 1.1066 
LOS ANG&@LES 15 
1227 S. Oliwe St PRospect 3064 


CANADA; TORONTO, ONT 
1158-64 Dundes St, W. Lokeside 2017 
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Schutter Now Separate Group 

Schutter Candy Ce. formerly a 
division of Universal Match Corp., 
St. Louis, is now operating 
new and separate corporation 
though wholly owned by Univer- 
sal, Schutter’s management and 
activities now will be centered in 
its own plant in Chicago 


as é 


Al- 


Wilkinson to Horton-Noyes 

Joseph F. Wilkinson, formerly a 
newspaper staff writer, has joined 
Horton-Noyes, Providence, as a 
copywriter 


Business Reading List Revised 

The Amos Tuck School of Busi- 
ness Administration, Dartmouth 
College, Hanover, N. H., has pub- 
lished the sixth revision of “A 
Reading List on Business Admin- 
istration.” Single copies at $1 may 
be obtained by writing the school 


Resigns Nepera Chemical Co. 
Noyes & Sproul, New York ethi- 
cal medical agency, has resigned 
the account of Nepera Chemical 
Co., Yonkers, effective on ap- 
pointment of a new agency. 


ABP Renames Whitney 

Charles E. Whitney, publisher of 
Interiors, has again accepted the 
chairmanship of the Associated 
Business Publications’ agency rela- 
tions and credit committee. He 
served in the same capacity during 
the past year. 


Joins Kal, Ehrlich & Merrick 

Robert H. Dellett, formerly with 
Hecht Co., Washington, has been 
appointed an advertising layout 
artist of Kal, Ehrlich & Merrick, 
Washington. 


into the act...and 


yin ot 


_—— 


In the June issue, Editor Jean Austin’s lead article taunted Pop to 
do a more dramatic job at the barbecue pit. . . . It ended up with an in- 
nocent-looking coupon (almost hidden at the bottom of a carry-over 
page) inviting Pop to write in for the recipes that would make his 
cooking startling, tantalizing, talked-about. 

Results? Thirty thousand cooks—gentlemen-cooks at that—snipped 
the coupon... rustled up 30,000 stamps and 30,000 envelopes and 
rushed to plunk them in 30,000 mailboxes (30,000 times 13 recipes equals 
390,000—a lot of potential sales for food ingredients) ... And that’s only 


the first four weeks! Coupons are still coming. 


Advertisers, too, find the same quick-and-eager response when they 
tell the story of a home product to American Home’s “high voltage” 
audience. For American Home readers are quick on the sales trigger 


when they read about home ideas. 


HOME 


Blatz Brewing Boosts Three 


Blatz Brewing Co., Milwaukee, 
has made three promotions in its 
advertising department. Edward F 
Schmidt, assistant advertising di- 
| rector, has been promoted to mer- 
chandising manager. He will cre- 
ate, design and supervise produc- 
tion and distribution of merchan- 
dising and point of sale material 


Appoints Norman D. Waters 

Knickerbocker Federal Savings 
& Loan Assn., New York, has ap- 
pointed Norman D. Waters & As- 
sociates, New York, to handle ad- 
vertising and promotion. Lasky Co. 
is the previous agency. 


Gangle Joins Schram Agency 


William T. Gangle, formerly in 


the public relations department of Emmett S. Jaques, associate ad- 
the Greater St. Louis Community| Vertising manager, has been ad- 
Chest, has joined Bernard K.; vanced to consumer advertising 
Schram & Associates, St. Louis; manager. He will handle maga- 
agency zine, radio, television, newspaper 
valeubeeen _|and outdoor advertising media 
|Grace Ellis has been promoted 

‘ from assistant advertising man- 


| ager to administrative assistant to 
ithe advertising director, Theodore 
| Rosenak. 


Dravo Ads Seek Management 
Dravo Corp., Pittsburgh, which 
relies chiefly upon trade publica- 
tions, is using a series of bi-weekly 
quarter-page ads in the Wall Street 
Journal aimed at top management 
Placed through Ketchum, MacLeod 
& Grove, Pittsburgh, the ads try 
to familiarize management with 
the products Dravo puts out. The 
series began in the June 9 issue. 


. 


TOOL FOR SELi.ING 
places your product story 
before major industrial i 
buyers when they are look- 
ing for product needs 
Number One interest of indi 
try’s experienced buyers is pre 
uct news and information. 
INDUSTRIAL EQUIPMENT 
NEWS was first to serve that in- 
terest exclusively, and has con- 


tinued to be the most complete 
in its field. 


; 
; 
4 
: 
$ 
, 


. 
5 
| 


Circulation is based on com- 
pilation reports of affiliated 
Thomas’ Register. Therefore, 
IEN continuously keeps your 
product story before buyers in 
the larger, move active plants in 
all industries. Controlled cireu- 
lation 61,544 (94.2% by reader 
request). Total distribution, 
67,000. 


With an individual buying ref- 
erence use of 95.7%, effective ad- 
vertising representation requires 
only one-ninth page units... 
costs only $125 to $135. 


IEN carries the advertising of 
more manufacturers than any 
other publication with general 
industrial coverage. 

Details? Ask for a copy of The 
IEN Plan. 


Good for Selling 
| because 
Used for Buying 


| Industrial Equipment News 
| cca fam BP 


Thomas Publishing Company 
461 Eighth Ave., New York 1, N. Y. 
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IDEAS 
EXPERIENCE 
FACILITIES 


Said President to Promotion Manager, 


“Our statement’s scarlet as a tanager; 


Those dud Displays must be our trouble— 


Get Inland in here on the double!” 


Pittsburgh Glass Boosts 3 


Wallace R. Harper has been 
elected to the new position of v_p 
in charge of plate glass sales of 
Pittsburgh Plate Glass Co. Mr 
Harper has been with the company 
since 1930 in various sales posts, 
including 10 years as manager of 
the Boston branch prior to his ap- 
pointment as manager of plate 
giass sales in 1947. He is succeeded 
by William A. Gordon, manager 
of trade sales. Paul A. Ketchum, 
assistant general manager of ware- 
houses, succeeds Mr. Gordon. Don- 
ald C. Burnham, who has been 
v.p. in charge of glass sales and 
the merchandising division since 
1947, will devote full time to the 
company's expanding merchandis- 
ing division 


Oxy-Catalyst to Gray & Rogers 

Oxy-Catalyst Mfg. Co., Wayne, 
Pa.. has named Gray & Rogers, 
Philadelphia, to handle its public 
relations, publicity and advertis- 
ing. Oxy-Catalyst manufactures 
the Houdry oxydizing catalyst for 
the elimination of industrial fumes 
and odors and for production of 
heat from waste — 


Group Plans to Apply for 
Portland, Ore., TV Channel & 


Incorporation papers for Port- 
land Television Inc. have been 
filed in the Oregon capital, Salem 
The new company, headed by 


Ralph Williams, a director of First! 


National Bank, claims to have more 
than $750,000 available for con- 
struction of a station and proposes 
to apply for Channel 8 

The corporation has made a 20- 
year lease for joint use of studios 
and transmitters of KPFM-KPAM 
on Healy Heights and has arranged 
for delivery of transmitter equip- 
ment 


Starts Lou Leiber Agency 


Irv Leiberman, free lance writer, 
has opened his own agency, Lou 
Leiber & Associates, at 2177 Rex- 
wood Rd., Cleveland Heights. The 
agency will handle advertising, ra- 


dio production and public rela-' 


tions. First account is Wata Prod- 
ucts Co., Cleveland maker of floor 
wax and other household items. 
Wata will use newspapers, direct 
mail, radio and television to pro- 
mote national distribution of its 
products 


NOW..THE WASHINGTON POST presents news and features 


on food, fashion and family in a new, enlarged section titled 


or and about WOMEN 


"FEF and abe ult W 3) M E N 


Cooking Can Be Fun 


By Campfire or Stove 


“Party for Every Rose Petal 
In This ee) : * Big von al 


No. Date Fomight —— re Lees Closet-He ved! 


CALL NA. 5100 
for The Hecht Ca.’s 
| “Certified” Cold 


The women of Washington, 
bless them, believe in The Post. 
So, when they see and read in 
The Post about your brand of 
food, furnishings, fashions or fur- 


belows, they act and buy. 


Now, we've given them more 
pages, packed with more fea- 
tures, more news and more pic- 
tures so that more advertisers can 
tie in and cash in on The Wash- 
ington Post's exceptional CUS- 


TOMER COVERAGE. 


“For and about WOMEN” is 
another recent example of Post 
progress. (In a recent Edward L. 
Bernays survey of national lead- 
ers The Post was rated among the 


nation’s five best newspapers.) 


Now, more than ever in Wash- 
ington—to sell the most you 


need The Post. 


Ask The Post man to prove it! 


The Washington Host 


in ABC City and Retail Trading Zone 


Represented by Sawyer, Ferguson, @ alker Company—Metropolitan Sunday Newspapers—The Hal @ inter Co. (Miami Beach) 


8 out or 10 copies OF THE WASHINGTON POST ARE HOME DELIVERED 
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Tide, Joy and Ivory 
Win ‘Firsts’ Among 
Illinois Housewives 


SPRINGFIELD, ILL., July 8—Tide is 
the brand of soap preferred by 
most women for dishes and laun- 
dry in 32 urban markets of Illinois, 
excluding Chicago, according to 
the seventh annual Illinois Con- 
sumer Analysis released last week. 

A preference for Tide for dishes 
was shown by 20% of the house- 
wives in these markets, and 32.9% 
preferred it for laundry. In the 
“for dishes” category, other soaps 
rated: Joy, 13.2%; Surf, 6.8%; Vel, 
6.8%; Fab, 65%, and Cheer, 4.9% 
tinso and Oxydol followed Tide in 
the “for laundry” classification 
with an average preference of 
11.1% for both. Duz was chosen 
by 8°; American Family, 7%, and 
Cheer and Fab next in order 

Preferred toilet soaps are: Ivory, 
19.1%; Lux, 15.7%, and Dial 
12.0%. For use on hands and face, 
the order is: Ivory, 19.3%; Lux, 
18.7%; Palmolive, 13.4%, and 
Camay, 12.8% 


® In the classification on soaps for 
“fine fabrics,” Tide, with an aver- 
age preference of 14.9%, is the 
leading brand, while Ivory Flakes 
is next with 14.4%. The next two 
brands are Lux, 13.6%, and Dreft, 
12.0%. 

Leading scouring cleanser is 
Ajax, 33.4%, followed by Bab-O, 
24.3%, and Old Dutch, 18.4%. SOS 
commands the greatest share of the 
scouring pad market, with 49.7%, 
with Brillo, 18.3%, next and Tuffy, 
LAG 

Colgate lost a considerable share 
of the toothpaste market in IIli- 
nois, 11%. Chlorodent made its 
first appearance with a 9.5% con- 
sumer rating. The use of toothpaste 
increased to 88% in 1952, com- 
pared with 79% in 1951. 

In the personal deodorant classi- 
fication, the standing of the vari- 
ous brands is Arrid, 14.3%; Mum, 
12.6%; Avon, 11.1%, and Fresh, 
6.5% 

Results for these product group- 
ings and others, with a market-by- 
market breakdown, may be ob- 
tained from Illinois Daily News- 
paper Markets Inc., 605 E. Capitol 
Ave., Springfield. 


Offers Travel-Size Amm-i-dent; 
Chlorophyll Products Bow 

With the vacation season in 
mind, Block Drug Co., Jersey City, 
has introduced its Amm-i-dent 
chlorophyll dentifrices in travel 
sizes, These include a 27¢ tooth- 
paste and a 25¢ tooth powder. 

Additional manufacturers have 
moved into the cosmetic field with 
chlorophyll products. Nestle-Le- 
Mur Co., New York, has a new tal- 
cum powder, Clorotalc, with deo- 
dorizing chlorophyll added, in sizes 
ranging from 12¢ to 59¢. Bourjois 
Inc., New York, has brought out a 
75¢ deodorant stick containing 
chlorophyll as part of the Evening 
in Paris fragrance series. 


Walters Heads Lithographers 


William H. Walters, president of 
U.S. Printing & Lithograph Co., 
Mineola, N.Y., has been elected 
president of the Lithographers Na- 
tional Assn. Other officers elected 
are Carl R. Schmidt, president of 
Schmidt Lithographing Co., San 
Francisco, v.p.; Arthur R. Hitch- 
ings, board chairman of Forbes 
Lithograph Co., Boston, treasurer, 
and E. W. Jackson, president of 
Steck Co., Austin, Texas, chairman 
of the board. W. Floyd Maxwell 
and Edward D. Morris were re- 
appointed executive director and 
secretary respectively. 
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BofA Starts Drive 
to Boost Insurance 
Copy in Newspapers 


New York, July 10—Insurance 
represents a vast, untapped field 
for newspaper advertising 

That's what the Bureau of Ad- 
vertising, ANPA, said in releasing 
* new presentation called “Seed 
for More ‘Leads.’” The presenta- 
tion will be shown locally by 
newspapers to life insurance 
agents, brokers district and branch 
office executives and home office 
brass 

The crux of the presentation is 
that total coverage—while at an 
alltime high—is well below that 
of prewar years in relation to per- 
sonal income. In 1950, $17.6 billion 
of ordinary life insurance was 
bought, 160% more than in 1940 
But in 1950 Americans carried 
only 74¢ of ordinary life insurance 
for each dollar of disposable in- 
come, where in 1940 they carried 
$1.05 


® Statistics on all types of life 


insurance—including group, fed- 
eral and others—show a similar 
trend: $1.38 per income dollar in 


1950 compared to $1.56 in 1940 
While prices generally rose 71% 
in the ten-year period, disposable 
family income increased 115% 

‘So it isn’t a question of ability 
to buy life insurance,” the BofA 
comments, “it’s a matter of being 
sold on buying.” 

Case histories of successful 
newspaper campaigns include Pru- 
dential Insurance Co. of America, 
Sun Life Insurance Co. of America 
and Great American Reserve In- 
surance Co 

The presentation argues that 
newspapers are well adapted to 
life insurance selling problems be- 
cause of their local character. 
Newspaper advertising by insur- 
ance companies identifies the 
agent with the people in his com- 
munity, builds confidence in his 
dependability and integrity, opens 
doors for him, gives him a local 
campaign which sparks his en- 
thusiasm, reaches all the prospects 
in town and is adaptable to any 
tvpe of policy 


‘Better Homes’ Hikes Rate 
Effective with its January issue, 
Better Homes & Gardens’ rate base 
will be increased from 3,400,000 to 
3,600,000. The rate for a page will 
increase from $10,900 to $11,925, 
and all other rates proportionately 


Congratulations, 
HALE TALBOT, 


on your appointment as 
Advertising Director of The 
Pure Oil Company! It is 
good to know that “Be Sure 

With Pure” is a firmly es- 
tablished custom in Cincin- 
nati, where your company’s 
consistent cultivation of this 
stable market has paid off 
handsomely. We are proud 
and glad to list The Pure 
Oil Company among the 
many advertisers who have 
helped the Times-Star main- 
tain leadership in General 


Advertising in Cincinnati 


for the past forty-four years. 


Pavelle Lab Holds Exhibit 


A series of one-man photograph- 
ic =«6©exhibitions for outstanding 
newspaper and magazine photog- 
raphers has been inaugurated by 
Pavelle Laboratories Inc., New 
York. The exhibit, which will run 
for the remainder of the year, 
gives lenmsmen an opportunity to 
show their works to industrial and 
commercial users of photography 
Nat Fein, New York Herald Trib- 
une, is the first exhibitor 


Williams Joins Barber & Co. 


Meredith Williams, formerly an 
account executive with KVOR 
Colorado Springs, has been named 
an account executive for Wiiliam 
Barber & Co., Colorado Springs 
agency. The agency has been ap- 
pointed to handle advertising for 
Sinton Dairy Co. Mr. Williams will 
be the executive on the account. 


1 


you are interested in taking your sales promotion information 

ut of your dealer's literature rack and putting it into the 

homes of his prospects and customers . . . where it can begm 
to sell. . . Write to Dept. S-2. 
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“ARE BLEED ADVERTISEMENTS 


This Case Study Shows: 
BLEED ADDS TO THE 
VISIBILITY OF AN 
ADVERTISEMENT 


—/ 


PROCEDURE: Field interviews 
were conducted with an average of 
220 readers for each of five issues of 
a business publication. Number of 
interviews—1110. Total single page 
advertisements evaluated—1011. 
Question asked: ‘“‘Do you recall see- 


9” 


ing this advertisement 


RESULTS: According to the index 
of visibility (based on average obser- 
vation of single page black and white 
advertisements) the two-color non- 


more, the use of bleed provides the 
advertiser with an average of 30% 
ter area. 

CONCLUSION: Bleed advertise- pia ih a 

ments, because of their visibility 
factor, attracted more attention than 
non-bleed ads, in this magazine. The 
value of bleed becomes more apparent 
when the cost factor is considered. 
For, while a two-color bleed page 
provided 67% greater visibility than 
a black and white non-bleed, the 
cost is only 23.3% higher. Further- 


bleed pages registered 134, and the 
two-color bleed pages 167. 


A complete report of the above study 
is contained in our Research Depart- 
ment’s Laboratory of Advertising 
Performance Data Sheet £3060. If 
you want facts regarding this or 
other subjects related to business 
paper advertising, ask your McGraw- 
Hill man. 


VISIBILITY AND COST COMPARISONS 


RELATIVE VISIBILITY AND COST INDEX a 
— (avg. for 1 pg B&W = index of 100) memees | wcaea 
25 50 75 100 125 150 175 200 
ance ‘a : VISIBILITY 100 BASE 
(494 ads) : BASE 
1-pg VISIBILITY 342, 
Two-Color ; 13.37 
(453 ads) 
a, | VISIBILITY 672% 
Bleed 
(64 ads) 
i) 


*The bose wos insufficient to provide @ comporison with block ond white bleeds . . . because of their infrequent vse. 


McGRAW-HILL PUBLISHING COMPANY, INC. 
@ 
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330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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+500,000 


500,000 


DOUBLE 


the number in 10 
years to well over 


4B: 


Proper . ai 
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That's the steady growth record of The Elks Mag- 


azine subscribers! 


The Elks market is twice as important to you as it 
was in 1942, and getting more important every 


year. 


And you can double the value of this market 
again, due to Elks having twice the national me- 


dian income. 


Yet The Elks Magazine acventicing rate is a mass 


rate of only $5.50 a line. 


“. 


MAGAZINE 


New York + Chicago * Detroit « Los Angeles 


\ on jaluel! 


“THIS RICH MARKET ~ 


f lo Still 


Jo 


T ates 


Starts Mail Order Section 

in its Sep- 
new 

order 


Popular Mechanics 
tember issue inaugurates a 
editorial-style retail mail 


shopping section. The new section 
will be called “Shopping for Liv- 
ing and Giving,” and will be lo- 
cated just preceding the editorial 
pages. Ads in this section wiil be 
available in a standard size, but 
three distinct types of layouts will 
be offered with vertical, horizontal 
and square illustrations 
Condon to Collins Radio 

Paul E. Condon, formerly ad 
manager of Mid-Continent Air- 


has been named 
ins Radio Co., 


lines, Kansas City 
ad manager of Col! 


Cedar Rapids. He succeeds Alfred | 
K. Higgins, who has found it nec- 
essary to reduce his activities for 


reasons of health. Mr. Higgins will 


be retained to serve as consultant 
in connection with advertising, 
publication and public relations 


activities | 


‘Secretary’ Circulation Up 

The Secretary, official publica-| 
tion of the National Secretaries | 
Assn., will raise its circulation | 
guarantee to 20,000, effective Sept 
1. The magazine will be complete- 
ly revamped and the number of | 
pages increased. Reuter & Bragdon, 
Pittsburgh, is the publisher 


| 
| 
WFAA Appoints Utley 

George K. Utley has been ap-| 
pointed commercial manager of| 
WFAA, Dallas, owned by the Dal- | 
las News. He will be in charge of 
local, regional and national sales. 
Ted de Hay will be Mr. Utley’s} 
assistant on national sales. } 
Bryan Ill Becomes V. P. 

Henry T. Bryan III, formerly} 
in the sales department of Beauti- 
ful Bryans Inc., Chattanooga, has | 
been named y.p. and sales man- 


ager of the company 
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Radio delivers MORE sets-in-use in the South 7 
Bend market than before TV! ... Hooper Ser- < : 
: vevs for Oet.-Nov. 195] compared with Oct.- E- 
> Nov. 1915 prove it. Morning up 6.8, afternoon = = 
up 8.0 and evening up 44. Television is still = = 
= insignificant here because no consistently sat- = cD 
istactory TV signal reaches South Bend. Don't = = 
i sell this rich market short. Wrap it up with z -_ 
q z WSBT radio. > = 
A SS >= 
BS ~ 
S > 
30 Years on the Air ; 
SS S 
y s S 
¥ < R 
4 s 
a x 
Jy, ~ 
4 / ny, ws 
a. .Y 
%, as 
‘ny S000 WATTS + 960 KC + CBS ee 
4, - \y 
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Advertising Age, July 14, 1952 


Getting Personal 


Following the Seattle convention of the Advertising Assn. of the 
West, Clair G. Henderson, general manager of Arthur G. Rippey & 
Co., Denver agency, left for an Alaskan holiday with Mrs. Hender- 
son...Harold Mottram, head of Mottram Advertising Co., Mil- 
waukee, has been elected a v.p. of Round Table International, a 
service club. . 

Publisher Lee Wagner celebrated the fourth anniversary of TV 
Guide by hosting television executives and celebrities’ at a party 
in the Rainbow Grill. He also provided the featured entertainment 
by appearing as Jinx Falken- 
burg’s guest on “New York 
Close-Up” (WNBT)...The 
third member in the Joe Field 
family is Robert I., born June 
19. Joe is publicity director 
in the New York office of 
Compton Advertising. .. 

When Ed Leason Jr., Time 
circulation man, became the 
father of a daughter named 
Chery! Ann recently, Ed’s dad, 
Ed Sr., of Dickie-Raymond, 
Boston, was made a two-time 
grandfather... Another new- 
comer is a son, born on June 
24 to Helen and Charles A. 
Kenny (he heads Charles A 
Kenny Associates, Pittsburgh 
public relations outfit). 

The fifth annual art show of 
contemporary American art at 


the Berkshire Art Center, 
GREETING—While her husband, president Canaan, N. Y., is now running, 
of John Dornelly & Sons, looks on, Mrs. through Labor Day. Package 


Edward C. Donnelly Jr. is greeted by her 
son Eddie when she arrived home after an 
emergency operation at Johns Hopkins 
Hospital in Baltimore. Mrs. Donnelly was 
stricken suddenly on board the Donnelly 
yacht while accomp g her husband on 
o business trip. Ed Donnelly is the newly 
elected v.p. of the Boston adclub. 


designer Edward Gustave 
Jacobsson is the founder 
The Radio Television Manu- 
facturers Assn. first Medal of 
Honor for outstanding contri- 
butions went to Brig. Gen 
David Sarnoff, Radio Corp. of 
America board chairman. 


Claire Himmel, director of research for WNEW, 
Jacques Rene Horn. They'll be married next month... Robert L. 
Neff, account executive at Sanger-Funnell, New York, is back at 
his desk following a year and a half of active duty in the Navy... 
At Newsweek's annual outing for media men, held at the Knollwood 
Country Club, Jack Cummings of Batten, Barton, Durstine & Os- 
born won a carving board for his low net golf score... 


is engaged to 


Cone & 


retiring media director of Foote, 
representing 


IN APPRECIATION’—H. R. Van Gunten, 

Belding, holds oa silver tray presented by Ed Hughes of Newsweek (left), 

the Agate Club, and Jim McAnulty of Allen-Klapp, president of the Chicago News- 
poper Representotives Assn. 


Syd Eiges, v.p. of NBC in charge of press and information, was 
elected president of the New York professional chapter of Sigma 
Delta Chi at the journalism fraternity’s annual dinner. He’s a mem- 
ber of the University of Pittsburgh chapter. .. John McDermott, on 
the sales staff of KMBC-KFRM, heads the Kansas City, Mo., Junior 
Chamber of Commerce for the coming year... 

G. M. Basford Co.’s board chairman, Roger Wensley, left July 
10 for some trout fishing in Sun Valley, which he says is better for 
fish than winter sports... Mike Lown, 24-year-old publisher of the 
Olean News, upstate New York weekly, is honeymooning in Ber- 
muda with his bride, the former Rhoda Frankel. They were married 
on June 21 in the Waldorf-Astoria 

Another silver anniversary was celebrated—this one on the West 
Coast—when A. W. Gudelman recalled joining Barton A. Stebbins 
Advertising Agency, Los Angeles, as production manager in 1927. 
Later he became space buyer, and more recently, account executive. 
This is the second 25-year celebration at Stebbins, the first having 
honored Nat Jeffras, who has been an account executive there 
since 1926... 

Green Giant Co.'s v.p. of sales and advertising, W. H. Patton Sr., 
was honored June 30, when about 50 of the company’s brokers from 
across the country gathered in Le Sueur, Minn., for a day of celebra- 
tion marking Mr. Patton's 25th anniversary with Green Giant. At a 
dinner at the LeSueur Golf Club, an 18th century silver soup 
toureen was presented to the honor guest, and Tom Hamilton, of 
Leo Burnett Co., Chicago, presented a scroll marking the occasion. . . 

Clif Daniel, manager of WCAE, Pittsburgh, is resting at home 
for a few weeks following surgery at Magee Hospital. 
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Greater Dollar Volume of Advertising Than the _ 
Second National Retail Drug Trade Publication — 


Greater Dollar Volume of Advertising Than the — 4 


_ Third National Retail Drug Trade Publication 


_ Greater Dollar Volume of Advertising Than the 
_ Fourth National Retail Drug Trade Publication 


Greater Dollar Volume of Advertising Than the _ 


Year after year, advertisers invest more 
money in Drug Topics than they do in any other 
retail drug trade publication. 

And they use more space in Drug 
Topics, too. 

For example, for the first six months of 
1952, Drug Topics carried 195% more column 
inches of advertising than did the next compara- 
ble retail drug trade publication. 

And, if you wish to compare the big Drug 
Topics page (10” x 14”) with the smaller page 
size of the other publications (7” x 10”), Drug 


_ Fifth National Retail Drug Trade Publication 


Topics carried 26.4% more pages of advertising 
than did the next comparable retail drug trade 
publication, for the first six months of 1952. 


Drug trade manufacturers consistently 
favor Drug Topics because they have learned to 
expect action when they advertise in Drug Topics. 
And they get action . . . because Drug Topics is 
avidly read by druggists. It’s their own well- 
rounded newspaper, reporting all the important 
trade news of deep interest and significance to the 
druggist as a pharmacist, a merchandiser, and 
a businessman. 


Drug Topics 


20 West 42nd Street, New York 36,N.Y. 


THE NATIONAL NEWSPAPER FOR RETAIL DRUGGISTS 


Advertising dollar volume for each 


publication was estimated by multiplying the number of paid 


advertising pages carried by each publication for the firet 


siz months of 1952 by the publication's one-time page rate. 


For the first six months of 1952, Drug Topics carried... 
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"advertisers to business and industry 
‘represented in NEWSWEEK 


for an average of 10.2 years. 
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Two Big Reasons be es 


Advertising in NEWSWEEK sells a com- 6 102 
pany’s products and services—and sells 


the company, too. Consider: seabage 


86.1% of NEWSWEEK’s 800,000-plus circulation dei 
is among people of influence and decision ag BX 
in business, industry, and government. ; 

And 55.2% have a direct voice in choosing ; s, 
purchases in connection with their work. “ | 
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Sporting Goods 
‘51 Sales Hit 
$947,000,000 


Cuicaco, July 8—Sports and 
sporting goods manufacture has 
grown into a big business in Amer 


ima, with consumer expenditures in 
this field going well above the bil- 
iion dollar mark. This is spelled 
out in Trends in the Sporting 
Goods Market 1942-1951 pub 
lished by Snyder Business Re 


search Report 


Total U.S. consumer purchases 


of all lines of sporting goods and 
equipment wa $947,000,000 in 
1951 an alltime record. This put 
sales 165 above the 1939-41 aver- 
ge 

The 1951 manufactured value of 
the 35 specific lines of sporting 
goods for which consumer pur- 
chase estimate are given in the 


report totaled $675,000,000, up 14% 


from 1047. The 1947 total of $592,- 
084,000 was up 240.5% from 1939 
@ The three. biggest gainers be- 


tween 1939 and 1947 were pleasure 


ats with a 411% 

+ fishing supplies, with 330%, 
football 
=: next 


basketball and boxing 
SMipment showed 


276" Tennis 
the smallest 

@Bput value rise, only 1 
The biggest gains for individual 


(as a group) 


with 


PRBduct lines, or groups, for 1951 
over 1939-41 were made by plea- 
sume boats with 378% bicvcles 
with 204 and football, basketball 
eng boxing goods with 187 


uring the past three vears, ac- 
jing to the report, consumer 
nditures in this field account 
for the out of every $100 of 


umer purchases in the U.S 


3 Bborting goods dealers accounted 
G08 41°: of the sales in 1951, with 
Gepartment stores (12% ) and cam- 
ES photographic supply stores 
ais ) truthng far behind in sec- 
ong and third place. Boat dealers 
w@e fourth with 8% and bicycle 
Ge@lers fifth with 5% for 
biged total of 77%. The remaining 
23% was distributed among 12 
otHer outlet classifications, several 
— 


a com- 


Lower your 
production 
costs 


Add to the quality of 
your point-of-sale 
displays, car cards, 

calendars, price cards 

with 
FALPACO 
COATED 
BLANKS 


Ask your distributor 


for samples and prices 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE « 500 FIFTH AVENUE 
NEW YORU 18. N.Y 
MILLS FITCHBURG, MASS 


of which account for less than 1% 


of the total sales 

Department stores in 1951 ob- 
tained their largest share of the 
market since 1935 


The report estimates that aver- 
age annual in the 1952-55 
period for each of the 35 sporting 
goods product lines will reach new 
although it expects 


sales 


highs in sales 


1 wide variation in percentage 
gains over 1951 
Copies of the report at $25 each 


can be secured from Snyder Busi- 
ness Research Reports, 11 S. La- 
Salle St., Chicago 3 


Joins Victor Animatograph 
Kalman (Spec) Spelletich Jr., 
formerly a sales representative for 


* Pulse of San Frascome, AMB 1949 


Seite Management May 1962 


named as- 
of Victor 


DeVry Corp., has been 
sistant sales manager 
Animatograph Corp Davenport 
la. He will supervise domestic and 
export sales accounts for Victor 
16mm projectors and the introduc- 
tion of the Victor Magnesound 
recording attachment for Victor 
projectors 


Sponsors Sign Paula Stone 
Naumkeag Steam Cotton Co., 
New York, will sponsor the Tues- 
day and Thursday segments of the 
“Paula Stone Show” over Mutual 
starting July 22 at 10:15 am., 
EDT. Jackson & Co. is the agency 
for Pequot sheets and pillow cases. 
Amana Refrigeration (Maury, Lee 
& Marshall) presents the 15-min- 
ute interview session on Monday, 
Wednesday and Friday 


daverme MINIM Re fmate 


KXOK Applies for TV 


KXOK Inc., St. Louis, has ap- 
plied for permission from the Fed- 
eral Communications Commission 
to operate a commercial televi- 
sion station in St. Louis on Chan- 
nel 4. KXOK was one of the first 
applicants for television in St 
Louis, having applied originally 
in December, 1944. The new appli- 
cation is in accordance with the 
FCC ruling that all applicants 
must reapply using new forms. 


Wade Joins Amos Parrish 

J. William Wade has joined 
Amos Parrish & Co., New York, 
as an account executive in the ad- 
vertising agency division. Most re- 
cently, Mr. Wade was a sales and 
advertising executive with Esquire 
and Interwoven Socks. 


Advertising Age, July 14, 1952 


| Appoints Gray & Rogers 


Lee Tire & Rubber Co. of New 
York Inc., Conshohocken, Pa., has 
named Gray & Rogers, Philadel- 
phia, to direct its advertising. The 
company, a subsidiary of Lee Tire 
& Rubber Corp., sells tires, tubes, 
batteries, surgical rubber goods 
and rubber household items 


Appoints Charles Wallace 

Charles Wallace, formerly with 
Donahue & Coe, has joined Ber- 
mingham, Castleman & Pierce, 
New York, as treasurer and office 
manager. 


Mack Burke Joins ‘Time’ 

Mack Burke, formerly v.p. of 
Joshua B. Powers Inc., has joined 
the New York sales staff of Time 
International. 
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Advertising Age, July 14, 1952 


Tide, Philip Morris, Flamingo, Bulova 
and Muriel TV Spots Well Remembered 


New Brunswick, N.J., July 9— 
If you ask televiewers in this area 
what TV spots they remember 
best, they probably would mention 
Tide, Philip Morris, Flamingo, 
Bulova and Muriel cigars. 

At least that’s what happened 
when Advertest Research put the 
question to 754 people in New York 
and New Jersey during the first 
week in June. 

Other products high on this re-| 
membered list: Chevrolet, Piels, 
Schaefer, Clorets, Pall Mall, Castro 
Controvertible (sofa bed), Ivory 
(soap), Kools, Motts (apple juice), | 


Since these unaided recall per- | 
centages are quite low, some of! 
|the same products cropped up on | 
the 10 most disliked spot list. This 
Benrus, Raleigh, Hellman’s (may-|list—from 15% to 2°—included 
onnaise), Rheingold, Pan Ameri-| Philip Morris, Flamingo, Bulova, 
can (airlines) and Ideal (dog food).| Clorets, Pall Mall, Schaefer, Ra- 

When asked what characteristics leigh, Parliament, Serutan and 
caused a video spot to stand out in| Piels. 
their minds, the respondents men- Repetition, too much talk, ex- 
tioned such things as the slogan,|travagant claims and untruthful- 
cartoon, claim for the product,|ness were among the factors | 
music and central character. prompting the adverse reaction. 

The interviewees were asked|Some of the people thought there | 
which spots they like best. High- was too much talking in the Philip} 
est ranking—ranging from 14% to| Morris, Clorets and Raleigh com- 
3.1% in the top 10—went to Tide, |mercials. Others said that Pall Mall 
Flamingo, Muriel, Schaefer, Ideal, | irritated by overemphasis. A critic | 
Philip Morris, Hellman’s, Bulova,| characterized the Parliament spot! 
Pall Mall and Chevrolet. as “artificial sounding.” 


|Gelspan continues in New York as 


| Signs ‘Stewart Craig’ Show 

Looz Products, Los Angeles, for 
and West Coast manager of Liber-| its dietary supplement, has signed 
ty Broadcasting System, has been| to sponsor two additional quarter 


Hal Roach Appoints Paschall 


Benton Paschall, formerly v.p.| 


named general sales manager for| hours weekly of “The Stewart 
Hal Roach Studios, Culver City, | Craig Show,” news commentary, 
Cal. His appointment is the first}on 57 stations of the American 
move in the studio's expansion of| Broadcasting Co. radio network 
its activities in the filming of tele-| This brings the company’s total to 
vision commercials. Mr. Paschall| seven quarter hours weekly on the 
is now located at the Hal Roach! net. The two added quarter hours 
lot, but will soon open offices in} will be Tuesday, 10:15-10:30 p.m., 
Hollywood and Chicago. Herb|and Thursday, 3:15-3:30 p.m 
Dean Simmons, Los Angeles, is the 
agency. 


Garnet to Meissner & Culver 


Garnet Corp, Framingham, 
Mass., maker of coated industrial 
gloves and Granetized waterproof 
mittens for children, has appointed 
Meissner & Culver, Boston, to 


head of theatrical motion picture 
sales. 


Promotes Benjamin Mitchell 

Benjamin B. Mitchell, merchan- 
dising consultant, has been pro- 
moted to v.p. of Robert Conahay 
Inc., New York agency. 


That's what she wrote. 


Intrigued, we sent an engineer to check up. 


He found the trouble in some faulty 


Seems she and her retired husband spent 


most of their waking hours listening 


to KCBS, but found one day 


hear us because of “noise and interference.” 


Being a direct sort, the little old lady 


neighborhood wiring and that was that. 


But while he was at it he ran standard field 


they couldn't 
strength measurements which showed 


95 millivolts. 


sat down and wrote some very pointed 


letters to our sponsors. Like this... 


“KoBS has the best and most 


we enjoy... but it was almost impossible 


to hear Gangbusters tonight!” 
If you gentlemen cannot help Ul go higher!” 


fy one American to another Lam pleading 


with you to do what you can, for this is 


really desperate with me!” 


Gb 


Now everybody's happy. 


of the programs 


families to leel desperate about us. 


and listen to 50,000-watt KCBS more than 


to any other station.* 


San Francisco 


Represented by CBS Radio Spot Sales 


ra) , ih atte elleamed 


An Dengbaitia toile 


KCBS roaring through the living room with 


We cherish the incident because this couple 


is probably the only one of our 1,093,250 


The other 1,093,249 families just prefer us, 


. 


CBS Radio in Northern California KCBS 


handle its advertising. The agency 
is cooperating in setting up new 
methods of distribution and mer- 
chandising for the mittens. 


Halliday to Hicks & Greist 
John Halliday, formerly with 
Fletcher D. Richards, has joined 
the media department staff of 
Hicks & Greist Inc., New York. 


House & Garden Families 
Have Extensive 


Gardens and Grounds 


; 
Nearly nine-tenths of } 
House & Garden subscribers have 
grounds, averaging 4.9 acres 4. 


J 
Lawns, averaging about ; 


half an acre, 
are grown hy 95% of the fonts 
Flower gardens are cultivated 

by 88% (average 3780 squarefeet) 
Trees and shrubs, 
occupying close to an acre 
on the average, are 
cultivated by 95% 

They spend an average 


of $495 per year for upkeep of 


their grounds. 


Hotise 


&Gardeng 


October, 1949, Survey 
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Dick Pelaman Joins ‘True’ 


Dick Pelzman has joined Faw 


cett Publications Ine New York 
to work on the men's apparel sec 

tion of True. Mr. Pelzman operated 
the Fashion Shop in Washington 
for many years 


to 


i 


Names John Stuart 
School Executive, New York, has 


appointed John G. Stuart circula- 
tion director. He icceeds Clara H 
Beets who has retired after 35 
years with the American City and 
School Executive 


You need this 


INFORMATION 


to sell more effectively 


| in the nation’s 3rd best 


WHOLESALERS 
TERRITORIES 


1,000,000 Glasses 
of Iced Tea Served 
at the Convention 


Cuicaco, July 10 An estimated 
total of 1,000,000 « of iced 
tea were consume nere juring 
the Republican N il Conven- 
tion, according to ibulation re- 
leased by the Tea incil 

A total of 14% of sugar 
125,000 lemons and 1) tons of ice, 
together with 3', t of tea went 
into the making of iced tea 


Walgreen Drug Stores 
all the ice tea 


poli y of 
drink for a dime 


vention the Tea 


affiliated 
prov ided 


with 
free 
wate 
radio and TV 
meeting 


and to membe 
staff 


adopted a 
you can 


D ng the con- 
Bureau, which is 
the Tea Council, 
ice tea to dele- 


of the press, 
covering the 


PAUL A. PHILLIPS 
New Yorw, July 9 

Phill 65, who retired 

of Needham & Grohmann in 


Paul A 
av.p 
1940 


ips as 


fied yesterday in St. Catherine's 
Hospital, Brooklyn. He had been 
associated with the agency for 
ibout six years. Before that he 
had been advertising manager of 
Turner Construction Co. for the 


major portion of his business ca- 


reer 


COLVIN W. BROWN 
New York, July 9 
Brown, 63, director 
Aniline & Film Corp., 


Colvin W 
of General 
and formerly 


publisher of Motion Picture Her- 
ald, died yesterday at St. Luke's 
Hospital. He started his business 
career as a newspaper man. In 
1916, he resigned as city editor of 
the Daily News, Elgin, Hl, and 


entered the motion picture indus- 


NEWSPAPER 


COVERAGE 


BY COUNTIES 


STORES, SALES, FAMILIES 


ORUG MARKET 
REACHED THRU CHAINS 


STORES, SALES, FAMILIES 
EACH WHOLESALER’S TERRITORY 


Denver |, Colo. 


Here, in convenient form, are new and essential facts that can help 


newspaper coverage 


you sell more successfully in the nation’s third best drug market. Maps of 
the sales territories of major drug wholesalers. Current information on 
buying units, retail drug stores, and drug sales in each wholesaler’s terri- 
tory. County by county tabulations of families, number of drug stores, 
drug store sales, wholesale distribution, chain store distribution, and 


And it’s all yours tor the asking...no strings attached, no obliga- 


See offered map tor data trom Census ot 
Business, U.S. Census, and 1952 Survey of 
Buying Power which clearly 
nation’s ed best drug market 


reveal “the 


tion. Just write today to the Advertising Department, The Denver Post, 
or telephone your Moloney, Regan & Schmitt represen- 
tative...for your FREE copy of our “Drug Sales and Advertising Map.’ 


THE DENVER POST 


Whe Voice of the Rocky Mountain Empire — 


y, Regen & Schmitt, Inc 


Advertising Age, July 14, 1952 


BAROMETER DISPLAY—The cash 


register 
disploy piece shown in the inset above 


and in the fisherman's lap) contains o 

real barometer. It has been so popular 

with retailers that William Jameson & Co 

division of Seogram-Distillers Corp. has 

ordered more barometers from Europe 

The fisherman is A. C. Ebbesen, Jameson s 
ad monager. 


try. A year later he became direc- 
tor of advertising and publicity of 
Mutua! Film Corp 

Mr. Brown with 
Radio-Keith-Orpheum, Pathe and 
other film producing and distribut- 
ing companies until 1930. From 
then until 1945, he was managing 
director and publisher of Motto 
Picture Herald. During World War 
II he served in an advisory capa 
city with the War Department and 
War Production Board 


was associated 


HORACE R. BAKER 

CLEVELAND, July 8—Horace R 
Baker, 63, co-founder and board 
chairman of Baker & Baker Asso- 
advertising and public re- 
lations firm, died yesterday 

Mr. Baker started his ad career: 
after World War I, when he joined 
the Tire & Rubber Co 
is an advertising official. He left 
Goodyear to join Gardner Adver- 
and later formed hi 


clates 


Goodyear 


tising Co., 
own agency 


Names Abbott Kimball Co. 


The Men’s Apparel Guild in 
California has named Abbott Kim- 
ball Co., Los Angeles, to handle 


its advertising and promotional ac- 
tivities. The guild consisis of men’s 
wear manufacturers in California 
Among its activities are the annual 
Palm Springs Fashion Roundup. 
ind the California men’s style 
fashion shows each year 


Hamilton Appoints Grayson 

Betty Grayson, formerly wit! 
Hudson Pulp & Paper Corp., New 
York, has been named assistant to 
the executive v.p. of Hamilton 
Metal Products Co., New York, ef- 
fective July 15. She will be in 
charge of advertising, research and 
public relations 


Johns-Manville Names V. P.s 

Howard W. Allen, director of 
public relations, has been named 
v.p. of Johns-Manville Sales Corp 
New York. C. W. Hite, director of 
plant industrial relations, has been 
named v.p. of Johns-Manville 
Products Corp. and assistant to the 
\.p. for relationships 


~ PREPAREDNESS EFFORT 
BOOSTS NEGRO INCOME 


$15 BILLION MARKET— 
AND STILL GROWING! 


Negro income up, employment up. pur- 
chasing power up — and they're stil! 
rising! The Negro market is big business 
— and getting bigger every day! 15 mil- 
lion American Negroes must eat. drink 
clothe themselves; spend $15 billion on 
things you sell. Sell the Negro market — 
the way they want to be sold — through 
their own Race publications, the news- 
papers and ———— they welcome into 
their homes and hearts. Negroes are loyal! 
to their own publications they buy the 
things they see advertised there they'!! 
buy your product when they see it ad 
vertised there. too. Don't let your share 
of this huge $15 billion slip away! Ad- 
vertising effort pavs off big in the Negro 
press! For full details write Interstote 
United Newspapers, 545 Fifth Ave. N Y., 
serving America's leading advertisers for 
over a decade 


ONE EXAMPLE: for @ publication tha‘ 
sells the cream of this rich market. you can't 
beat the New Courier—read by 1.500.000 Negroes 
im 42 states each week Color comics maKazine 
section, and news section help make {t Ameri 
ca’s most complete weekly newspaper Tell the 


Begro—you'l! sell the Negro! act now 
ne 
3 a as é a 
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Mud and Maharajahs on the Prickly Heat Beat 


For almost half his 40 years, Robert Trumbull has been chasing news 
along what he laughingly calls “the prickly heat beat.’’ He has crossed 
the equator so many times, Father Neptune calls him Bob. He has covered 
assignments in every country in Asia. Today, he covers India, Pakistan, 
Ceylon, Afghanistan and Nepal for The New York Times, squatting in a 
mud hut one day, luxuriating in a maharajah’s palace the next. 

He started in 1933, fresh out of the University of Washington, at Seattle 
on the Honolulu Advertiser. Two years later he was city editor. In 1941, 
right after Pearl Harbor, he joined The New York Times. Four years 
later, as one of the few who saw the Pacific war from start to finish, he 
covered the Japanese surrender aboard the U.S.S. Missouri. 


Between Pear] Harbor and the Missouri, however, Bob Trumbull had 
seen rugged action. He had made combat landings in the Gilberts, the 
Marshalls, the Marianas, on Iwo Jima. He had covered 13 active naval 
engagements from the decks of U.S. warships. He had landed in Japan 
with the first U.S. Marines. His ‘‘outstanding performance and service” 
won him a U.S. Navy Department commendation. 

He had also found time to write two books. His best-seller, “The Raft,” 
was an expansion of his story in The New York Times of the 34-day ordeal 
of three Navy fliers on a rubber raft in the Pacific. His “Silversides” is 
the story of a U.S. sub. 


Che New York Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 


War’s end brought him neither peace nor rest. He covered the first war 
crimes trial in history, General Tomoyuki Yamashita’s. Then, General 
Homma’s, of Bataan Death March infamy. 


He was the first reporter to visit the Japanese bases at Truk, Yap, Polape 
and the Upper Palaus since they had been closed to foreigners in the 
Thirties. 


He was the last reporter to interview Ho Chi Minh, Communist Viet- 
Minh leader, just before he gave the order that exploded into the Indo- 
China war. 


He was in Karachi at noon the day Pakistan became a nation. He was 
at Delhi that night to see India become a nation. He covered the Punjab 
riots, Gandhi’s assassination, the Kashmir war. 


On The Times staff all over the world are many able and expert reporters 
and editors like Bob Trumbull. They team up to produce every day an 
alert, vigorous, alive newspaper that is different from any other you know. 
It has the biggest and most versatile staff. It gives readers the most news. 


And when readers get more out of a newspaper, advertisers get more, too. 
Let us tell you more about today’s Times. You'll understand then why 
The Times has been New York’s advertising leader for 33 years. 


Photographed in New Delhi by The New r 
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Advertising Age, July 14, 1952 


Detroit Adcraft Club Elects ‘Goodrich Runs 
Ben R. Donaldson, director of | 


advertising and sales promotion of | Safe-Driving Ads: 


Ford Motor Co., has been elected | 
president of the Adcraft Club of 7 4 . 

Detroit. Other officers elected are | Council Kit Mailed 
John W Southworth, division | New York, July 8—B. F. Good- 
manager of Shell Oil Co., Ist v P-;|rich Co. used institutional ads 
N. F. (Shad) Lawler, director of} j, 147 newspapers over the Fourth 
advertising and sales promotion of | pry we te or sett aa samen oni 
Nash ! s ris f Nash-Kel- : 3 id 
2 beng contig hae ora G.| driving message and to stress the 
McKown, business manager of | need of highway modernization. 
Brooke, Smith, French & Dorrance,| Ads were placed by Batten, Bar- 
treasurer, and Pete Wemhoff, edi-| ton, Durstine & Osborn through its 
tor of Automotive News, secretary | Cleveland office 

to the board. Harold M. Hastings | 
was reelected secretary-manager. 


The ads suggest that many high- 
way fatalities are traceable to “our 
| horse and buggy highways.” They 
: | ~ - - 
». in 1 Appoints Harold Heisler |}urge that money derived from 

A ere A < <¢ “pent Harold H. Heisler, formerly v.p.| special highway-use taxes, gaso- 

" ; . ; of Advertising oie \ 44 of Belnap & Thompson, Chicago} line taxes and license fees must 
Mote than newspaper in state except the Milwou- sales incentive plan organization,| not be diverted to non-highway 
} x : 5 aes , rs - ~~ has been named to the new post of ‘ + ailieads td tin 

é uses. Th als ivise torists 

kee Journal — A testimony to etfectiv . v.p. in charge of merchandising ood sgl a tederal pny ane een 
Cappel, MacDonald & Co., Dayton 8 pe iy ” 


Test it in APPLETON — for Details Write — Wire — Phone Collect = sales incentive organization. He) officials to initiate legislation to 
will make his headquarters in the| ake highways safer and better. 


— David Lindsey — General Advertising Department — Chicane effiess 
Ee a a —— ras |@ Seeking to cut down on traffic 
accidents in the vacation months 
ahead, the Advertising Council has 
sent a new kit of public service 
advertising materials on safety to 
every television station in the 
country, plus the four major TV 


e 6 networks. 
ce | aq orm Bite G4 Typical of the safety advertise- 
7 ments contained in the kit is a 


slide showing a road sign which 


reads “Holiday Ahead,” followed 
by the campaign’s slogan—‘“Be 
¢ careful. The life you save may be 


your own.” 

A number of companies with 
TV shows are using the Advertis- 
ing Council’s’. safety material. 
Among the companies doing so are 
American Tobacco Co., Borden Co., 
Electric Auto-Lite Co., General 
Cigar Co., General Foods Corp., 
e Liggett & Myers Tobacco Co., Phil- 
Total Effective Buying co Corp., Procter & Gamble Co., 
Revere Copper & Brass Inc. and 

R. J. Reynolds Tobacco Co. 


Income: $421,603,000 1)" Gene 
e tA fi committee is headed by Wesley I. 


Nunn. advertising manager of 
Standard Oil Co. of Indiana. 


To.too @ 
CLEVELAND 


areaon® 


YOUNGSTOWN 
“ 


—— Promotes Keene Hasenyager 
Keene R. Hasenyager, who 
joined the company in May, 1951, 
as supervisor of an account group 
in the New York office, has been 
promoted to v.p. in the client serv- 
ice division of Industrial Surveys 
Co. Prior to joining Industrial Sur- 
veys, he had been associated with 


A. C. Nielsen Co. as a service ex- 
\ a, ecutive in its food and drug oper- 
ations for 15 years. 
ey GE Promotes Stem 
R. B. Stem, North Central dis- 


trict range and water heater sales 
representative, has been promoted 


Boavron 


Cincinnati 


— to manager of range sales for Gen- 
} eral Electric Co., Louisville. Mr. 
ter Stem started with GE in Bridge- 


port in 1936. 


eo and the key 


: j F = | 
Pe i i h / | or a= | 
e: to it is the.. / POLITICAL % | 
1 at J | 
MAILINGS 
; = 
Ree Key Facts: The compact Canton Metropolitan Area thrived the smart vote is for 
ay eal abundantly in the 1940-1950 period. For example: retail sales are up DUPLISTICKERS. 
aim Pp 2 
a 205% . . . wholesale trade is up 204°% . . . population increased | if you have a candidate to support in the 
aS ae P ss | coming election or a product to sell with direct 
20.5% .. . industrial wages gained 205% . . . 52 new plants odvertising, DUPLISTICKERS will save you time 
° ’ nd mone 
were added . . . industriak employment advanced 65‘. gn OE ETON 
‘ rated gummed lettersize sheets 25 sheets (825 
One newspaper, the Repository, covers the Canton market— sanubabantiaoepnne aicanbnadot 
96.7°% city zone coverage; 99.4°% home delivered. No other newspaper We Ry tee en en 
_ EUREKA SPECIALTY PRINTING CO. 
gives you merchandisable coverage of this key market. ERE DIALER 


A Brush-Moore newspaper, represented nationally by Story, Brooks & Finley  DUPLISTICKERS 


are made only by Eureka 
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1 H. V. Kaltenborn has been estimat- 
ing serious situations since the 
Spanish-American War, in which 
he was a soldier-correspondent. 
Since then he has spent twenty 
years in the newspaper business 
and thirty years as a radio 
commentator. 


In a career which could fill several 
books (and has), Mr. Kaltenborn 
has broadcast interviews with Hitler, 
Mussolini, Ghandi, and Chiang 


“The situation is tragic—but not serious.” 


Kai-Shek, has been captured by 
Chinese bandits and in his coverage 
of the Spanish Civil War 

was the first to broadcast 

from the scene of battle. 


Every Monday, Wednesday and Friday, 
H. V. Kaltenborn’s clipped speech 

and famed pronunciation of “Russia” 
are heard on PURE OIL NEWS 
TIME, sponsored by the Pure Oil 
Company. And along with the rest of 
NBC's distinguished company 


Photograph by RALPH @TEINER 


of newsmen, Mr. Kaltenborn 

is currently reporting on both 
radio and television the 

biggest political news since 1932. 


Kaltenborn, the dean of radio news 
commentators, is another reason why 
most people hear the news first 

and hear more of it from NBC. 


NBC radio and television 


a service of Radio Corporation of America 
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SE ey Hempsall Directs Publicity Green Joins james Bell Co. 
r Colin J. Hempesall, former pro- Benjamin C. Green, former ex- 
duction manager for the Vancouver ecutive v p., secretary and treasur- jj 
office of J. J. Gibbons Ltd. has er of United Advertising, Newark. §& TAKE (TURE 
been named publicity director of has been named v.p. and director % 
a Piywood Manufacturers Assn of of advertising and public relations } 
Pi: British Columbia, with headquar- for James Bel! Co. and its affiliate, 
ie ters in Vancouver Grace Holmes Club Plan, Newark 


RETAIL SALES 


among Sales Managements 


¢ 


162 Metropolitan Areas SIGNS DO IT~—Signs 
e more than 500,000 persons annually to the Wall drug store 

Sees lily increasing is the standing of 
ite (hued Cites among the 162 stand 
im politan areas’ Now in 72nd 
place f etal sales volume, the Quad 
itinues to grow And grow 

ing with the community tor over 25 Watt, S. D, July 8—Because 

rT De rful influen ’ 
WHBE & powertyl 1 er his wife couldn't ep one Sunday 
' momes of er 240.000 7 nd 
. . : : be ; que afternoon ten years ago, Ted Hus- 
avity “ te oy uy jual = 

, “ar tead of this town population 500 
rs included. if you 

elias now owns one f the busiest 

, > wile 
i ¥ Les Johnson, V.P. and General Ma: THLCO SUNDING. ROCK ae drug stores in the rid 

ni 3 A decade ago Ted Hustead was 

Heprerented by Avery Knodel te Fe 4 - 

mi SEE, hi: 4 just another sma wn druggist 

He had a little store. few custom- 


call it 


Influence 
RE are 


_an added . 
attraction of 
THE DALLAS NEWS 


e Like the subtle touch of perfume 
stranghtened 


that causes ties to be 


or the elusive spices that make 


my ipple pu delicious the read 


ws an extra some 


: / 
; ibility and prestige of The Dallas 
News add an etlective ingredient to 
; paper and mk 
; e@ Call at intluence sway ah 
\! 


contidence 
thing that rdds strength ind sell to 
any product rdvertised ny The News 


. a) 
e@ The area of this influence ts wide 
rT 
: w 
aig ind laree, for The News os the In 
shat breaktast tame visitor, the tamily | jc 
i 
wwspaper ot 72 North Texas coun vdve 


most 


Ar 


tres — a market of more than a third | 


ot Texas population ind wealth 


Liven . - 
e With the News larger circulation |! cher Weekdays — 172.305 
| trend s j 
si ind larger market, plus the News |: a ys — 182,547 
impelling influence, vouve a rughe ; 


expect gre ater return when vour 


crtisinyg san | 


he Dallas News pe p 
' 1 


SEE 
with over $4 billion tr spend! 


Ghe Dallas Morning News 


CRESMER & WOODWARD REPRESENTATIVES 


ke the one ot the left have brought 


have posted nearly 


Signs in Seven States Are Used to Promote 
Small Drug Store in Tiny South Dakota Town 


ers and a pile of bills 
He still has the same small store 
but now he employs 24 fulltime 
clerks the peak of the tourist 
an estimated 500,000 
in at his Wall drug 
year 


at 

and 

stop 
every 


season, 
people 
store 


all started when Mrs. Hustead 
left her husband in the store one 
Sunday afternoon to go home and 
take a nap 

However, the passing parade of 
motor on Highway 16—the 
main artery through the South Da- 
kota Badlands—kept her awake 
And lying there hearing the cars, 
she thought of the empty aisles in 
her husband's store. “Why,” she 
asked herself, “can't I think of a 


elt 


cars 


| way to make most of these passing 


cars stop at the store?” 

On the bleak South Dakota 
plains leading into the Black Hills 
and the Badlands, the rides are 
long——and monotonous. Burma- 


Shave had made a good thing out | 
lonely | 


of putting signs along 
stretches. Why wouldn't it 
for her husband's _ store, 
Hustead reasoned 

She told her husband about the 
idea, and soon they had piled a 
few small signs in the rear of 
Model A Ford and driven out and 
placed them along Highway 16 
Business picked up a little, so they 
put up some more signs 


work 
Mrs 


a 


% Today, more than 1,000 signs 
dot the landscape for hundreds of 
miles on all sides of the Wall drug 
store. The sign chain extends 
through North and South Dakota, 
Minnesota, Wisconsin, Iowa, Ne- 
braska and Illinois. You see the 
first sign a couple of hundred miles 
from Chicago, and there's a steady 
stream after that. 

About 500,000 people visited his 
store last summer, according to 
Mr. Hustead. One day last August 
4,000 persons went through the 
front doors of the small, log cabin 
establishment. That same day, a 
check revealed cars from 28 states 
parked in front of the store at one 
time 


The proprietor gives his cus- 
tomers a show. He has stuffed 
buffalo at the side of the store. 
Also stuffed broncing horses, com-| 
plete with saddles. Tourists can 
get up in the saddles of the “crit- 
ters” and have their pictures tak- 
en 


The soda fountain in the store is 
jammed three and four deep on an 
summer's day, and it takes 
of clerks, working in 


average 
a battery 


at the right. Ted Hustead and his wife, operators of the store 


1,000 similar signs in seven stotes 


shifts, to man the 


nir counters 


special souve 


® The Husteads arrived in Wall in 
December, 1930. They had an old 
car, a fresh diploma in pharmacy 


from the University of Nebraska 
and a four-year-old son, Bill. They 
took over the local drug store, 


which was a typical pharmacy in 
a western town. The Husteads put 
in more than five years of dis- 
couraging labor on the store before 
the fateful Sunday when Mrs 
Hustead couldn't sleep 

Here are a few of the signs that 
have made the Wall drug store 
world famous 

“Large and small—Serve them 
all—Drug at Wall.” 

“Only about three 
Wall drug store.” 

“Take pictures of the buffalo at 
the Wall drug store.” 

“Petrified wood for sale by the 
pound or ton at the Wail drug 
store.” 

As a clincher, when the tourists 
finally reach Wall, a large sign 
greets them at the entrance tu 
town. It says “Here is the Wal! 
drug store,” and a huge red arrow 
points to the store 


hours to the 


| The sign that was probably 
farthest removed from the store 
was one that read “Only 4,321 


miles to the Wall drug store.” It 
was placed on the Reichsautobahn 
highway near Frankfurt, Germany, 
by an American GI during World 
War II 


| Automotive Selling Book Out 


“How to Increase the Selling 
Effectiveness of Automotive Job- 
ber Salesmen Through Manufac- 
turers’ Sales Meetings,” has been 
published by the Automotive 
Booster Club, Philadelphia. The 
book is based on a survey made 
by Geare-Marston, Philadelphia, 
agency for the club. Single copies, 
at $2, may be obtained by writing 
the club at B-18, Majestic Hotel, 
Philadelphia 22 
Otters Awards to Press 

An annual series of achievement 
awards for “meritorious service” 
will be given to the liquor trade 
and general circulation press by 


Brown-Forman Distillers Corp 
Louisville, during each calendar 
year beginning with 1952. The 


Brown-Forman Press Awards will 
consist of $500 savings bonds as 
well as inscribed plaques to the 
winners in each of six categories 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 1 
OR 55-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


2 


Let Filmack 


Show You How To 


eon trained staff... 
ratory and latest equipment, we produce 


Low Prices You’ Il Like 


ur 35 vears experience... with our 


our complete labo- 


quality TV spots, show openings, ete., at a 


Cut Costs On 


\TV Commercials 


price lower than anyone else can touch. 


Send us your copy for estimate 


FILMACK STUDIOS 


1335 S$. Wabash 


Chicago 5, ill. 
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WOR-TV Will Stay 
on Air All Night 


New York, July 9—WOR-TV, 
effective July 19, will become the 
second video station in the U. S. 
to offer allnight programming 

Pioneer outlet catering to night 
owls, shift workers and insom- 
niacs is WDTV, Pittsburgh, which 
telecasts movies throughout the 
night 

The allnight show at WOR-TV, 
for the most part, will be live 
fare. The program will be seen 
Monday through Friday from 11:30 
p.m. to 5 a.m. and on Saturdays 
from 11:30 p.m. to 6 a.m., EDT 

Disc jockey Fred Robbins will 
be master of ceremonies for the 
new show. In the opening hours he 
will interview entertainers and oth- 
er celebrities. He also will accept 
phone calls from listeners. To- 
ward the wee hours of the morn- 
ing, films will be shown, accord- 
ing to Harvey Marlowe, program 
director of the station 

One-minute participations—live 
or film—are being offered to ad- 
vertisers. The price ranges from 
$75 to $50 each. The latter is for 
a sponsor who buys one participa- 
tion nightly 


‘Aviation Week’ Promotes 
Martin to General Manager 

Robert W. Martin Jr., adver- 
tising sales manager of Aviation 
Week, a McGraw-Hill publication, 
has been promoted to general 
manager. Robert F. Boger contin- 
ues as publisher of Aviation Week 
as well as of Engineering News- 
Record and Construction Methods 
Mr. Martin joined the McGraw- 
Hill organization in 1946, and be- 
came advertising sales manager 
of AW two years later. He will 
continue to manage the advertis- 
ing staff 


Popai Names Steering Group 

Arthur L. Scaife, merchandis- 
ing manager of General Electric 
Co., Bridgeport, Conn., has been 
named chairman of the steering 
committee of Point-of-Purchase 
Advertising Institute. Other com- 
mitteemen include A. J. Borre, 
Magill-Weinsheimer Co.; W. R 
Browne, Remington Rand _ Inc.; 
William N. Farlie, Esso-Standard 
Oil Co.; J. K. Gouid, executive 
director of Popai; Carl V. Haeck- 
er, RCA Victor Corp.; Murray 
Koff, Seagram-Distiliers Corp.; 
Leslie Levi, Ivel Construction 
Corp.; George Phillips, Cluett- 
Peabody Co.; Carl H. W. Rup- 
recht, Underwood Corp.; H. A. 
Speckman, McCandlish Litho Cc 
and Fred Wertz, Window Adver- 
tising Inc 


Nedick’s Launches Contests 

Nedick’s Inc., New York, has 
begun a merchandising program 
which will give $2,500 in monthly 
cash prizes to people showing the 
greatest accuracy in estimating 
various phases of the quick lunch 
chain's monthly business. For July, 
prizes will go to those contestants 
most closely estimating the num- 
ber of glasses of Nedick’s orange 
drink sold during the month. Free 
entry blanks are available at all 
Nedick’s stores, whether a_ pur- 
chase is made or not 


Topper 


It is estimated that Direct Sales in 
1952 will TOP seven billions of dollars 
BILLIONS. that is—not millions. In spite 


of this fabulous figure. some Advertising | 


Agencies and some Manufacturers still 
regard Direct Selling as ‘‘peanuts”. The 
fallacy of this viewpoint is revealed in a 
fascinating book entitled “The Quickest 
Way to National Sales"—which, by the 
way, is a title 100° correct. Like Kipling’s 
honest servicing man, it gives you the 
who, what, where. how, why. when” 
f that’s the proper order) of Direct Sell- 
ing. Like to see a copy”? Send for it on 
your company letterhead and it's yours 
free of charge 


SPECIALTY SALESMAN MAGAZINE 
Room 812-4. 307 W Michigan Ave. Chicago |, iii 


5 hours out of every 24 


tomorrow. 24 hours—15 belong _ 


No Substitute 
for 
RESULTS” 


JOHN S. KNIGHT 
PUBLISHER 


Story, Brooks & Finley, Inc. 
National Representatives 
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appliance ads — 
en’s magazine can! 


.Sure, we can talk circulation. But this 

is so much more important: we reach the 
emotions of 7,800,000 big-spending 
™ wage-earner families—and we reach those 
™ emotions with your advertising! 


..when a magazine moves emotions— 
it moves merchandise! That’s why the 
smartest advertisers are clinching their share 
of America’s richest market— the wage-earners 
—by advertising in... 


the only kind of magazine 
that speaks their language! 


IT PAYS TO START YOUR LIST WITH.. 


‘True STorY 
Womens Group 


MACFADDEN PUBLICATIONS, INC. 
205 East 42nd Street, New York 17 - Offices: Chicago - San Francisco 
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Coe Advertising Names Two 


Tests Crispy Flake in Canada 


atherine Alberta Porter has J M Schneider Ltd., Kitchener, 

been named staff artist and Mrs. Ont, is running a test campaign 

ree Alma S. Dixon a copywriter of in western Ontario—via J. J. Gib- 
7 Coe Advertising, Syracuse. Miss bons Lid, Toronto-—in newspapers 
_ Porwer has just been graduated Ads offer a package of Crispy 

> trom Syracuse University and Mrs. Flake shortening for 10¢ with the 

: Dixon formeriy was ad manager purchase of a pound at the regular 


Syracuse Trust Co price 
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Ad men from Davenport to Clinton to Dubuque! 


Wegners © located in Davenport 
has been there in fact for 73 

This 
goed prone 
and 
Mid 
werk with people whe 
they 


one ern viding 
at 
advertising 


years is 
business 


the 


incduetr 

agencies in 
Weaners hes learned to 
know whet 
expect to 


west 


went end. dern it 
got wt 
Now 


ere still 


Waaners believes that there 
other ad men in this area 
whe heve ideas and want 
handtigd opy 
to work with « printer who he 
understanding to 
an do 


= per 


and 


Fred Cumblad 


Ted Nelson 


helpful and resourceful 
f them will probably ant wait, drop us « post card 
to put you list to Printing Pointers good medicine until the 
dowtor arrives WAGNERS., Printers, Typographers, Lithographers, Devenport, lowa 


6 years at Wagners) are alert 
be in to 


The two fellows above 


One see you If you 


om the feceive 


ceptive advertising 


Champion and only Champion manufactures 
‘ 


the KRROMEROTE line of cast coated papers. 


The registered trade-mark 


{romekoe 


means manufactured by 


THE CHAMPION PAPER AND FIBRE COMPANY 
TEASE TON, ONO 
Phstrict Sales Offices in New York, Chicago. Philadelphia. Detroit, 
St Louis, Cincinnati. Atlanta Do vd San Francisco 
Distributors in erery major city 


Whatever Gur Yaper Problem a 


Max Geller’s Book Urges Power for 
FTC to Bring Media into Ad Actions 


New York, July 8—‘Newspa- 
pers and magazines should defi- 
nitely be made respondents in 


proceedings against false and de- 
says Max A. 
Geller, president of Weiss & Gel- 
ler, in his new book. “Advertising 
at the Crossroads in elaboration 
of his doctoral! dissertation 


Admitting that self-regulation 
is desirable, Dr eller lodges 
more faith in the Federal Trade 
Commission. “Assurning that the 
various advertising media are too 
dollar-hungry not to recognize 


their obligations to society and to 


the advertising business itself,” he 
thinks they should be included 
with advertisers and agencies in 


FTC complaints 

“Since they have the unques- 
tioned right under their contracts 
with the advertiser to reject such 


e) 


TRADE MARK 


I ga Challenge lo Champion / 


they need have no difficulty 
in adhering to standards of de- 
cency and propriety. What has 
been said about periodicals applies 
equally to making radio and tele- 
vision stations respondents,” he 
says 


copy 


@ Further, the New York agency 
man would put real teeth into the 
comr.ission—if media are repeated 
violators, the periodicals would be 
subject not only to FTC penalties, 
but would risk the loss of the 
second-class mailing privilege. Ra- 
dio and TV stations would risk the 
renewal of their licenses 

And as evidence, he cites the 
speed with which stations loaded 
with horse-racing results scram- 
bled back when FCC said it might 
question renewals of licenses. 

This is perhaps the most ex- 


| 


Advertising Age, July 14, 1952 


plosive conclusion to which Dr 
Geller comes. Some others: 

1. A change in the construction 
|of the present tax law so that 
Congress (after a careful study) 
could determine that only a speci- 
fied portion of the advertising 
budget be expended for advertis- 
ing. The balance of the budget 
would either be taxed, or be set 
aside “taxfree under such condi- 
tions as Congress may provide. 
The moneys to be set aside are to 
be made available for expenditure 
at a time when Congress shall de- 
clare it necessary to aid the na- 
tional purpose in a fight against 
inflation, by stimulating more em- 
ployment, more sales and more 
production.” 


S This is, of course, a variation of 
the “tax reserves for advertising” 
idea, except that none of its pre- 
vious proponents has ever decided 
| to lodge in Congress the choice of 
how much of an advertising ap- 
propriation could be spent, or the 
option of taxing the remainder or 
| letting it be saved. 

Dr. Geller also believes that 
Congress should study the possi- 
bility of a more liberal tax deduc- 
tion for advertising during a de- 
flationary period. 

2. The creation of a single ad- 
| ministrative bureau for the regula- 
tion, supervision and control of 
advertising in all its phases. Dr. 
|Geller recommends the FTC as 
“ideally suited for this purpose.” 

According to Dr. Geller, the 
FTC has the structure; all that is 
needed is manpower and financial 
|support. Furthermore, he says, 
| FTC isn't opposed to advertising 
but recognizes that “the advertis- 
ing profession is an honorable pro- 
fession.” He thinks “reputable” 
advertisers, media owners and 
agency men “should welcome the 
recommendation to entrust the 
FTC with such powers.” 


@ These conclusions come at the 
end of a fairly long (335 pp.) book, 
which covers advertising practice, 
media, agencies and advertisers, 
and the roots of governmental reg- 
ulatory power. In his chapters on 
constitutional sources of govern- 
ment regulation, his careful trac- 
ing of the legal background of 
FTC’s emergence as advertising’s 
constabulary, Dr. Geller writes 
clearly and well 

The suspicion here is that the 
book—where it sticks to objective 
reporting and clear analysis of 
the processes by which present ad- 
vertising, publishing and broad- 
casting law was evolved—was 
slated for that eminent and 
| lengthy shelf of books whose con- 
tents are excellent, but relatively 
undiscovered 

The conclusions to which Dr. 
Geller came will probably rescue 
it from that variety of dry rot 
Whether the iconoclastic recom- 
| mendations will obscure the book's 
solid contributions to understand- 
ing the problem of advertising 
and the protection of the consumer 
remains to be seen 


s Admitting that advertising is 
often in the position of not neces- 
sarily being dishonest but only 
partisan, the author (who heads 
the New Haven Watch & Clock Co 
las well as his agency) feels that 
|“the essential problem of the fed- 
eral regulation of advertising is 
| whether or not the advertiser is 
sufficiently aware of changing 
standards of good taste with re- 
spect to advertising.” 

“The contest between the adver- 
tiser and the consumer,” he writes 
candidly, “is a one-sided affair 
Industry and business hire ‘the 
best brains’...on the other side 
is the poorly informed, unorgan- 
ized public, often apathetic about 
the abuses heaped upon it. It is 
to protect this huge, ill-informed 
consumer army that federal regu- 
lations have been developed...” 

In summing up, Dr. Geller feels 
lthat advertising passed through a 
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Advertising Age. July 14, 1952 


laisse: faire stage into a legislative agency, they cannot be concerned, self-regulation. The remainder of | Winnipeg Ad Women Elect Direct Mail Volume Up 

Stage; he feels that since 1938 the with advertising revenue solely | his conclusions stress the way to) Peggy Sprague of CJOB has been| . Direct mail dollar volume for 
Federal Trade Commission, a body | without regard to the public wel-| bring regulation about elected president of the Women’s| the first five months of 1952 is 
he treats with utmost charity, has| fare.” The publisher of “Advertising| Advertising Club of Winnipeg 
encountered a more Sympathetic 


at the Crossroads” is 
attitude in the courts in the com- 


mission's “campaign to raise the 
ethical standards of business by 
eliminating false and misl 


eading 
advertising.” 


® And he points out that the com- 


® He likes the new TV code. He Press, New York ($5) 


thinks it “may be a pattern for the 


periodicals to use, and if they! Y&R Appoints Young 


adopt it it may mean that adver- | 
tising will succeed in putting aj gj 


quietus on a great deal of criti-| Interstate Department Stores, has! Ltd., corresponding secretary. 
cism against advertising as well joined the merchandising depart- 


Ronalds Other officers elected are Mrs. 
Miriam MacEwing, Holt-Renfrew)| 
& Co., v.p.; Mrs. Ruth Murphy, T. | 
Eaton Co., treasurer; Mrs. 


Irene) 
Rehill, National Carbon Ltd., re-| 
Arthur H. Young, formerly as-| cording secretary, and Mrs. Ruth! 


stant sales promotion manager of Matheson, Moore Business Forms| 


estimated at $487,819,880, a gain of 
more than 10% over the corre- 
sponding figure for 1951. For May, 
1952, the Direct Mail Advertising 
Assn. reports a volume of $94,530,- 
640, a gain of more than 7% over 
May, 1951. 


$20,000 WORTH 


mission in 1951 directed actions as| as eliminating the need for further|ment of Young & Rubicam, New 
much “against leading advertisers| governmental regulation.” York. He will be in charge of sales 


Antell Appoints Olin art and layout 


as against the typical ‘small fry’ 


Adopting a code with 


. symbol | Promot:on and premiums. 


Oscar C. Olin, formerly of Fred 


patent medicine and mail order| which can be lost for violations | 


advertisers.” He mentions Sterling) would mean that periodicals ob-| de Rochemont Joins Transfilm 
Drug, Bristol-Myers, 


Mulhens Inc., has been named di- 
rector of syndicate and variety 
store sales for Charles Antell Inc., 


Emerson serving the code “would not be at 
Drug, P. Lorillard Co., R. J. Rey-/ a disadvantage in losing adver-| 
nolds Tobacco Co., Miles Labora-| tising revenue to the unscrupulcus | 
tories, American Tobacco Co. and! newspaper or magazine...” 
others. 


Bose 


Richard de Rochemont, formerly | Baltimore 
executive producer of the “March 


of Time,” has joined Transfilm Johnson Elected a V.P. 
Inc., New York commercial film 


pS ef 


material for only 


\ dtill $180! 


CLIPPER 
Multi-Ad Services, Inc 


And he points out that important 
advertising accounts are placed | 


p 
This is Dr. Geller’s only bow to 


through the “most responsible and | 
respectable advertising agencies.” | 

Only a fraction of the offenses | 
are detected, he says, because of 
the limited resources of FTC, and 
many are settled by stipulation. 
FTC can stop companies from do- 
ing what they have done in the 
past, but can issue no general in- 
junction, and “the commission has 
no jurisdiction over advertising 
which may be in the worst pos- 
sible taste from the public view- 
point, and yet is not legally fraud- 
ulent.” 


ee re 


® He takes note of the fact that, | 

despite the savage language which | 

the FTC dealt out in the Carter | 

Products case, periodical and radio | 

advertisements continued to dis- 

regard the injunction—presuma- 
bly because an appeal was pend- 
ing. 

“Why should periodicals and ra- 
dio stations ...continue to accept 
such advertising claims in the face 
of a decision by a duly constituted 
federal regulatory body that such 
claims were false and mislead- 
ing?” he asks. His answer: “The 
very question raises the point as 
to what responsibility rests on the 
advertising media to help curb ob- 
jectionable and misleading adver- 
tising.” 

At this point, Dr. Geller begins 
to win no friends. He argues that | 
media “are in a different position 
from the advertiser or even the 
advertising agency. These media, 
although engaged in business for | 
profit solely, are the beneficiaries | 
of a public bounty...unlike the 
advertiser and the advertising 


It's easy to use! 


Wil last and fest! 


The 
ORDWAY 
Vinyl Plastic 
TYPE 
GAUGE 


Two simple, open 
faces (front and back) 
for convenient line 
and character count 
and also Elite or Pica 
typewriter character 
count. Transparent 
reading guide. Size 
2°s'' wide «x 15'" 
long. Price, $2.00, 


\-——-4. B. Carroll Co.-——-, 
| 321 N. Albony Ave. Chicago 12, Ill. | 
| Gentlemen: | 


in amount 


| 
Ordway Type I 


roducer. He will act as producer | has been elected a v.p. of Fuller & 
and consultant on new business 


E. F. Johnson, account executive, 


105 Walnut, Peoria, Ill 


'Smith & Ross, Cleveland. 


WGAR WINS 6th STRAIGHT VICTORY 
IN CLEVELAND PRESS RADIO POLL! 


niece 


STAN ANDERSON 


WGAR Wins Station Honors 
in Seventh Press Radio Poll 


ON POINT BASIS, WGAR GETS 30%! 
STATION B...17% 
STATION. ..15% 
STATION D...10 
STATION E....7 
STATION F....1% 


First choice: 


Women’s Program 
LADIES’ DAY 
Children’s Program 
FAIRYTALE THEATRE 


OO 


x< 


I 
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HA 
COCO 
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Public Service 
CITY CLUB 


MN 


instrumentalist 

HENRY PILDNER 
Male Vocalist 

REG MERRIDEW 


l 
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CO 


Studio Announcer 
TOM ARMSTRONG 


Best Commercials 


TCO 


IIL 
ML 


A 
I ve 
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Advertisers currently on WGAR 
won top three awards under this 
classification. 


CLARK RESTAURANTS 
OHIO BELL TELEPHONE co 
LAND ELECTRIC ILLUMINATING co 


Mh 


CLEVE 


iw Northern Ofuo.. Re: 


RADIO . . . AMERICA’S GREATEST / —= WGAR Cievelond + 50,000 wArTs - CBS 
ADVERTISING MEDIUM | 


Ab Vs EASTERN OFFICE. 665 FIFTH AVE, NEW YORK CITY gg 
te 


Your advertising message On WGAR gains 
listener respect, stimulates listener response. 


WGAR’s dominant victory reflects consistently 


good programming, top-notch talent, and 


high advertising standards. 


For established audiences, enthusiastic 
listeners and exceptional response, use the 


station with 4 million friends! 


Ask now about availabilities of spots and 
segments in big-audience, low-investment 


local programs. 
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Nationally by The Henry |. Christal Co. 
In Canada by Rodio Time Sales, Lid. Toronto. 
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and 42 of every 100 families who read 
a New York evening newspaper read: 
the home-going Journal-American | 


O matter how the magnitude of the New York 
market is dramatized, one fact remains ap- 
parent ... you must think in terms of volume. 
if you're selling automobiles . . . or home 
appliances, television or radio sets, beverages, foods, 
cigarettes or any other consumer product . . . families 
mean business. And because more families mean 
more business, you'll stimulate most business through 
the Journal-American. 


Carried home to New York's largest evening 
123,000 families more than the second 
evening paper; 290,000 more than the third . . . the 
Journal-American influences every member of the 
family when they get together to plan their pur- 
chases, during the leisure hours of evening. 

For greatest family coverage in America’s 
greatest family market, place your sales message in 
the home-going Journal-American. 
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PHOTOGRAPHIC REVIE 


ANNUAL CONFERENCE It must be the giont frozen mint juleps 
they re holding thot make these gentlemen so happy. We don't 
which is Red 
from left to 


director 
tive in Son Francisco; 
Blanchard Nichols, Los Angeles 


hnow if the drinks are annual but the meeting Wade Nichols, 


book s sales conference, 1s Enjoying the occasion 


INTERESTED AGENCYMEN George Ketchum (left), president, and Vincent Drayne 
vm of Ketchum. Mcleod & Grove, Pittsburgh agency, in the Chicago Amphitheater 
low week watching the CBS TV coverage of the Republican convention. Their agency 
: represents Westinghouse Electric Corp., sponsor of the CBS-TV coverage 


left) 


NATIONAL INDUSTRIAL ADVERTISERS ASSN AWARD WINNERS Winners of first place Industrial Mar- 
keting plaques for editorial achievement at the recent NIAA meeting in Chicago ore (upper left, in the 
veal order) Herbert A Petroleum News, Colin Carmichael, Machine Design; Judson 
Interiors; Wolter O. Voegele, Hotel Management, and Tom Compbell of tron Age, who is being 
congratulated by Bennett S. Chapple, past president of the NIAA. McGraw-Hill award winners (upper 
center) are shown with Nelson Bond, vp. and director of advertising, McGraw-Hill Publishing Co. (left) 
Mr Bond is shown presenting the $1,000 first place award for NIAA chapter activity to H. E. McDonald 
ly Welker & Downing, Pittsburgh, president of the Pittsburgh chapter. Onlookers are Charles Farran, 
Griswold-Eshleman Co. president. Industriol Morketers of Cleveland. the second ploce winner, and Jackson 
Hazlewood & Smith & Ross committee member in chorge of moking the awards. Putmon award 
winners and donor ore shown in the upper right photo Col Russell L Putman is standing af the let 
ore Raymond P Wiggers, od manager Fronk G Hough Co. Calvert Hows, ad di 


Yocom, National 


Spencer 


Fuller 


Seated left to right 


right, are Don Curtis, promotion manager; Francis McGehee, od 
Lew Russell of Blanchord-Nichols, Redbook representa 
editor 


and William Terry 


TF ORGANIZERS— During the National Industrial Advertisers Assn 
convention in Chicago 


2 over for the NIAA convention by the Chicago tf Club are (from 
Granville Fillmore 


the Chief way 


_ fe California and Texas 
ere 


Howard Hoover 
ad manoge: 


UP FROM THE ASHES—In April, 1950, Chicogoans gathered along the Outer Drive 
to watch one of the most spectaculor fires in recent years. One of the dramatic high- 
spots was the demise of the Santa Fe painted bulletin—the moment that the board 
settled back into smoke and flames. The railroad mode arrangements for a new 
location, however, and recently unveiled the huge new bulletin shown above. 


Richard Tope, Sutton Publishing Co., Cleveland; Gilbert Thayer, 


these members of various tf clubs got Industrial Laboratories, Chicago; Mal Whitfield, Hardware Age, 


together to set up machinery for a national organization of the Chicago; George Turner, Industrial Press, Chicago; William 
clubs of business paper space salesmen. Shown in spoce taken Feddery, Hardware Age, Cleveland; William Wilson, Pit & 
Quarry, New York; Frank Enright, publishers’ representative, 


Modern Machine Shop, New York Cleveland; William S. Wade, Transportation Supply News, Chicago 


rector, Western Precipitation Corp.; Robert L. Meyer, ad and sales promotion manager, United Laboratories 
Inc. Standing, Richard C. Carr, assistant p.r. director, Koppers Co.; P. C. Fox, account executive, Batten, 
Barton, Durstine & Osborn; H. R. Malcolm, Malcolm Advertising Agency, and Roger T. Lyman, general 
ad manager, Torrington Mfg. Co. Topper award winners (lower left) include, in the usual order, J. C. 
Gibson, General Electric Co.; Al D. Bigelow, Hewitt-Robins Inc.; T. M. Lowe, chairmon of the Topper award 
committee; J. R. Roberts of International Harvester Co., and Michoel Stumm, Crucible Steel Co. Traffic 
Service award winners and donor are shown in the lower right hand photo. Left to right, they are, John 
McNally, George W. Crothers Utd, Toronto; E. M. Glebe, A. P. Green Fire Brick Co., Toronto; Charles 
Farrar, Griswold-Eshleman Co., Cleveland; E. G. Stanley, Traffic Service Corp.; John H. Dingee, Henry Disston 
& Sons, Philadelphia; Roland G. E. Ullman Jr, R. G. E. Ullman Organization, Philadelphia, and Phillip J 


Desmond Armstrong Advertising Agency, Chicago 
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Make Your Reservations Now for the 
Big October March-of-Progress Issue 


—first issue with the new, larger page size —the 
exciting, thrilling record of twenty-five years of 
food store progress—and a challenging look at 
your stake in the biggest, fastest-growing retail 
business in the world. 


EFFECTIVE OCTOBER— 
NEW 7" x10" ADVERTISING PAGE 


CURRENT RATES APPLY ON 
OCTOBER—NOVEMBER— DECEMBER ISSUES 


OPEN THE DOORS of the big volume 

stores in the big food industry, you've got 

to capture the interest of mass retailers — the 

men who take in 3 out of every 4 Food Dollars 
in America. 


With these big volume stores, Progressive 
Grocer is first. First in getting action because 
it’s first in reader interest. 


What's the most vital subject with super 
markets and superettes? Profit margins, of 
course. That’s why Progressive Grocer’s study 
in Providence Public Markets (Super Market 
Sales and Margins), most important super mar- 
ket study in a decade, brought in the tremendous 
request for 37,000 copies from buying and mer- 
chandising executives of mass volume stores. 


What's the most interesting subject with super 
markets and superettes? How to make more 
money — of course. That's why Progressive 
Grocer’s big, definitive study, “Drug Sales in 
Food Stores”, has started an avalanche of action 
in super markets and superettes. That's why the 
great Certified group of stores on the west coast 
said to its big volume members — ‘Want to 
double drug sales? Read the true story from 
Progressive Grocer.” 


There is overwhelming evidence that the r 
spect, the interest, the enthusiasm that gre 
Progressive Grocer's editorial presentatio 
carry right over into advertising. 


_ The “Magic Door,” for example, is real suj 
market equipment — an electronic door open 
that helps customers in and out with their bun- 
dles. When The Stanley Works used Progressive 
Grocer, their advertising outpulled the com- 
bined results they had been getting from two 
other food trade publications. More important, 
it converted inquiries into sales at a very 
favorable rate. 


Equipment manufacturers —large and small— 
depend on trade advertising to get sales action 
in the mass retailing field. They know which 
magazines create the greatest reader action. 
That's why they spend more money with 
Progressive Grocer than with any other book in 
the food industry. 


Progressive Grocer is first with mass food re- 
tailers — first in getting action because it’s first 
in reader interest. Another reason why Pro- 
gressive Grocer — and only Progressive Grocer 
— is big enough in every way to get Big Action 
in the Big Food Industry. 


Progressive Grocer 


... Goes bigger than ever ! 
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Hepworth Appoints Smart 


Frank Smart, advertising arti 
and iilustrator, has joined Hep 
worth Advertising Co Dallas 
Mr Smart has had mere than ten 
veut experience in advertising 


and commercial art in Dallas and 
Los Angeles 


Cizek Joins Atlas Copy 
Fdward J. Cizek has joined At- 
las Photo Copy Co., Chicago, as ; 


ale representative 


QUINCY 


MASSACHUSETTS 


Fourth (4th) Market in Massachusetts 
Covered iy The 
QUINCY PATRIOT-LECGER 
$/56,101,000 Effective buying 

income 
$109,128.00 Retail Salea 
Quality of market index 124 
Advertiae and aell in Quincey 
ASE FOR OUR RETAIL DISTRIGUTION SURVEY 


Setionelly Represented vy 


WARD-GRIFFITH CO. 
The Ward-Griftith Co maintains offices 
in oll! pol advertising centers 
=GEl OuR CITY ZONE FOLDER — 


Bisquick Far Ahead... 
New This Week’ 
Report Covers 
Sales of Mixes 


New York, July 11—Thi 
todas 


Week 
released a compre- 
60-page report on the dis- 
of mixes of all types 
based on sales fig- 
important grocery 
food wholesalers 
country. Data 
reported by eastern, 
tern regions 
In a concise introduction to the 
material, This Week 
rapid rise of the mixes and the im- 
portance of this gain in offsetting 
the downward trend in per capita 
consumption of flour 
As recently as two generations 


Vayactu 
hensive 
tributior 

rhe report is 
ures from 22 
chains and 15 
scattered across the 
presented are 


midwestern and wes 


describes the @ Since 1947, 


go, the report 

centage of baking 
home. However, lo 
taking over more a 
day baking. A ger 
commercial bakers 


anize their plants a 


mass production 
lowed soon after 

Net result was 
of the baking chor 
chen to the bak« 
bakery sales incre 
consumption of fl 
from 211 pounds 
pounds in 1930 to 
1950 

The significant p 
cussion is that the 
would be in even 
if it had not been 
of mixes 


reports, mix sales 
400% — 
000 pounds in 1951 


estimated in excess 


The publication n 


Packaging fol- 


This W 
have increased 
to a flour va 


Advertising Age, July 14, 1952 
that the wholesale and retail unit| two wholesale grocers operating in 
figures shown for each brand are| the eastern area 

projectable. But it does contend The type of trend information 
that the information shows some} available is apparent from the fol- 
important and suggestive trends in| lowing sales data on devils food 
egan to mech- the sales of various types of mixes|and chocolate fudge cake mixes in 
id gear up for as well as for various brands. the Midwest (the This Week study 
For example, white and silver| covers all years from 1945 through 


A nigh per- 
done in the 
bakers began 
{i more day-to- 
ation ago, the 


cake mixes in the eastern area| 1951): 
shift of much have moved steadily upward, from | Brand Seles io, Berens 
on » kite | 2 oe wii 9 1949 
from the kit- 300 dozen packages in 1946, tO! american Senuty 510 630 552 
But, while 113,011 dozen in 1948, to 445.636 Aont Jemima 51,563 42,918 7.456 
e © capita! do altar —  §s- —_—s 1.322 
d, per capita’ dozen in 1951 Betty Crocker 113.366 058 67 196 
ir decreased Devils food mixes show a similar t= Ain 22.193 22.746 
. 7” “ romedary 7 77.234 64,958 
1910 to 172 increase. But hot roll mixes in the | Duff 29'388 33057 30.4ee 
133 pounds in eastern region have declined stead- | Duncan Hines 6 885 —_— — 
) : > 959 , | Ezy 121 _—_— —_ 
ily from a pe ak of 252,396 dozen | eRyiois R65 284 2 
int of the dis- in 1948 to 122,464 dozen in 1951.| Homat .. —s — 14 
flour market Muffin mixes show an even more} aa : os a eK 
orse condition unusual pattern. In 1945, 23,138 | Pittsbury 97,284 68.971 60.402 
for the advent dozen packages were sold in the) en Se 198508 nae Ses 
east. In 1946, the figure was 51,210! X Pert . — — 5,076 
552,758 485.141 314.005 


and, in 1948, 12,500. Since 1948,| #4! -- 
ne Rc gy upward—to|s ‘These data apply only to the mid- 
’ zen in 1951. | western area and are based on 
lue of 87,000,- | combined reports of ten chains and 
® It is important to note that the! five wholesale grocers. 
figures mentioned are the com-| In addition to the three regional 
bined sales of seven chains and | reports, This Week also has includ- 
- ——|ed two summaries. The first shows 


eek Magazine 


Retail sales are 
»f $150,000,000 
akes no claim 


ee || 
ow many people does it take 
to produce a steak 2 


When vou plank the cash on the coun ! 
ter tor a shee of sirlomn. some of it mas 2 
represent your own pay tor the part you 
plaved im getting that steak to your 3. 
table 4 

We'll make ourselves clear. 

It tukes a lot of poople to help pre- B) 
luce that steak on this mid-20th-cen- 
tury eoonmomy of ours 

The people we've putin the pueture : 
above, for mustance. And many, many 8. 
others. Though vou may not realize it. °. 
some product vou, yourself, help make 
or sell or service may play a part in 10. 


producing steaks. 


American Meat Institute 


. The flour miller ) 


The cowboy or range hand whe 


looks after the cattle 


. The banker who thnances land, herd 


and equipment 
The chemist who makes insecticnule- 


serums and fertilizers 


The oil refiner whe - wides the fuel 


for the power machinery sa tansy 


ranchers use 

The steelmaker who provides a mul 
titude from fenemg and 
branding cabinets 


of ters, 
iroms to thing 
who furnish 
some of the by 
products used 
to make the 
livestock feeds 
with which 
ranchers and 
feeders supple. 
ment grass 


The veterinary who looks after the 
health of the cattle 


The brewer 
The sugar refiner 
The cotton ginner 


20. 


. The truck driver / ie tes 


. The blacksmith who shoes the horses 


and repairs ranch machinery 


. The airplane pilot who spray~ ranges 


and thelds, destroving pests 


. The lumberman who provides the 


wood for corrals and barns and pens 


. The windmiller who makes the ma- 


chinery that keeps man-made ranch 
water holes working 
The feeder whe take~ lean range cat- 
the and pots about 25°) more bee fon 
them by intensive feeding 

whe haul eat- 
market 
\ and meat to 

you 


The railroader 


. The stockyards man who provides 


room and board” for the livestock, 
and the commission man who is 
sales agent for the producer. 


. The meat packer who processes and 


distributes the bee 
The retailer whe is the final link be- 
tween all these people... and you. 


Headquarters, Chicago @ Members throughout the US 


jrable data, 


| sales of all brands in all areas for 


the years 1945 through 1951. 

However, not all of the 37 chains 
and wholesalers participating were 
able to supply data for the entire 
period. In order to obtain compa- 
therefore, This Week 
put together a separate report 
based on 28 participants who sup- 
plied data continuously for the 
vears 1948-1951. inclusive 


® This second summary shows that 
Bisquick is the leading biscuit mix 
by far (it has more than seven- 
eighths of the market); Pillsbury 
has two-thirds of the hot roll mix 
market; Pillsbury, Swansdown 
Betty Crocker and Aunt Jemima 
head the white and silver cake mix 
market, in that order, and Pills- 
bury, Swansdown and Betty 
Crocker lead the devils food and 
chocolate cake mix field 

Duff leads the spice cake mix 
field; Py-O-My the muffin mix 
race; Pillsbury, Flako and Crust- 
quick head pie crust mix sales and 
Aunt Jemima leads the pancake 
flour and mix business 

Other mixes covered 
buckwheat flour and mix; coffee 
cake mix; corn muffin mix; layer 
cake mix; cookie mix; fudge mix; 
apple cake mix, and many others 


include 


Nielsen Launches Research 
Service in the Netherlands 


A. C. Nielsen Co. has established 
Nielsen Food and Drug Index 
Service at 570 Heerengracht, Am- 
sterdam, The Netherlands. The 
new service, the first to be estab- 
lished by Nielsen on the continent, 
will report on the sales of com- 
modities in retail food and drug 
outlets. The service has already 
signed 12 contracts. 

This fourth foreign affiliate will 
be operated by A. C. Nielsen Co 
with headquarters in Oxford, Eng- 
land, under the general supervision 


| of Edward L. Lloyd, executive v.p 


of the parent company. Other for- 
eign branches of the company are 
in Toronto and Sydney. 


Werner to VanSant, Dugdale 

Gilbert W. Werner, formerly a 
copy-contact man with H. B. Le 
Quatte Co., New York, and before 
that with August Dorr Advertising, 
Miami, has joined the copy staff 
of VanSant, Dugdale & Co., Balti- 
more 


ROCKY MOUNT 


NORTH CAROLINA 
One of the nine LARGEST cities 
in North Carolina, offering a field 
rich in Agriculture, Manufacturing, 
Tobacco Culture and Marketing and 
served by its only newspaper, the 


| Evening and Sunday Telegram 


SEND FOR OUR STANDARD MARKET DATA BOOK 
Natena.iy Represenesd oy 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Advertising Age 


Sell Merchants on 
Value of Classified 
Ads, Lionel Urges 


ATLantic City, July 8—The 
Assn. of Newspaper Classified Ad- 
vertising Managers was told last 
week that more effort must be 
made to sell merchants on use of 
classified columns 

Danie! L. Lionel of the Brookly: 
Eagle said at the group’s annua! 
meeting that the entire community 
can benefit by expanded use of 
classified advertising pages in 
newspapers. Small merchants and 
stores must be scld by newspaper 
admen on this idea, he said. 

“While classified has achieved 
fame for its help wanted and real 
estate ads, its furnished rooms and 
used cars,”’ Mr. Lionel said, ‘there 
is a growing interest in its mer- 
chandise for sale classification for 
both new and used merchandise.” | 

| 
8 Theodore MacDonald of the Har-| 
rison C. MacDonald Service, La- 


July 


fayette, Ind., told the Ancams thatthe same staff and accounts. Two! high-octane gasoline, Wisco 99 


three-line and five-line classified 
ads can be pushed effectively, as 
compared with line rates and word 
rate systems. He also recommended 
use of simplified rate boxes on 
classified pages. 

Several speakers stressed the 
importance of ridding classified 
pages of unscrupulous advertisers 
Arthur Mochel, Citizen, Columbus, 
O., pointed out that ethics pay big 
dividends for the classified ad de- 
partment, which works more di- 
rectly with the readers of a news- 
paper, he said, than any other part 
of its operation. 

Among unscrupulous advertisers 
singled out by Mr. Mochel are 
those who try to recruit young peo- 
ple for traveling sales jobs and 
later leave them stranded away 
from home; those advertising 
homework to the aged but seeking 


only to sell $1 instruction books 
auto dealers who advertise cars! 
they don’t have to sell, ete. 


Ziegenhagen Named A.M. 
of Worthington Corp. 

M. E. Ziegenhagen, formerly in| 
charge of advertising and sales | 
promotion of several product de-| 
partments ot 
General Electric 
Co.’s Schenec- 
tady plant, has 
been named ad- 
vertising and! 
sales promotion! 
manager of 
Worthington 
Corp., Harrison, | 
N. J. According 
to present plans, | 
AA was told, Mr.} 
Ziegenhagen will | 
have supervisory | 
and administrative charge of all 
of Worthington’s advertising ond} 
sales promotion 

R. P. March, present advertising| 
manager, is expected to continue 
in charge of the company’s adver- 
tising program and _ operational 
procedures and other members of 
the department will continue their 
present functions. Mr. Ziegenhagen | 
has been with GE since his gradu- 
ation from the University of North 
Dakota in 1937. He will be suc-! 
ceeded at GE by A. P. Ries, who} 
will have charge of transformer 
and allied products advertising, 
and F. A. Schmidt, who will take 
over switch generator advertising. 
James Thomas Chirurg Co. con- 
tinues as the advertising agency. 


SALISBURY 
NORTH CAROLINA 
- MARKET 
-NEWSPAPER | 
-COST 
The Salisbury Post 
Nothing Counts but Results 


Aether ey Reaper mame eee oe 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers” 
GET OUR CITY ZONE FOLDER — 


M. E. Ziegenhagen 


__ Today 2 gallons of gasoline 
— do the work 3 did in 1925 


we 


aw 


PROGRESS REPORT—This seven-color 24-sheet poster, emphasizing progress made in | 

gasoline quality over the last 25 years, hos been prepored by the oi! industry infor 

mation committee of American Petroleum Institute for use during Oil Progress Week, 

Oct. 12-18. It will be ready for shipment Sept. 1. Last year more than 3,000 outdoor 
displays featured the oil progress week poster. 


| Dissolve Getschal & Richard 


Formation of Getschal Co. and 
simultaneous dissolution of Get- 
schal & Richard has been an- 
nounced by Budd Getschal, head 
of the former agency. He is pres- 
ident of the new agency which 
occupies the same offices as Get- 
schal & Richard. With the excep- 
tion of Richard Ash, who has 
joined McGraw Associates (AA, 
June 23), the new agency retains) 


new accounts, Federal Home Prod- 
ucts Corp. and Joy Hosiery have 
appointed the agency to handle 
their advertising. 


Oil Co. Names W. B. Doner 
W. B. Doner & Co., Chicago, has 
been named to handle the adver- 
tising of Wisconsin Independent 
Oil Co., Milwaukee. A_ concen- 
trated campaign will break in July 
to introduce the company’s new 


| July 
| Modern Photography will launch 


| Camera 


| made Kinax folding camera. Addi- 
| tional advertising is scheduled for 


|N. W. Aye: Promotes Jones 


Promotes Kinax Cameras 


Ads in the New York Times 
13 and the August issue of 


a campaign to acquaint American 
fans with the French- 


| the fall in Esquire, Holiday, Mod- 
| ern Photography, New York Times 
| Magazine and Photography. Kinax 
| cameras are made in five models, 
which sell from $22.50 to $76 Pos- 
|ner-Zabin Advertising, New York, 


}is the Kinax agency 


R. Bruce Jones has been pro-| 
moted to editor of N. W. Ayer &| 
Son’s “Directory of Newspapers 
and Periodigals.” Mr. Jones, w ho | 
has been with Ayer since 1934, | 


succeeds the late J. Percy H. John- | (2. 


son 
| 

Thrivo Switches Agencies j 
Thrivo Co., Philadelphia packer | 
of dog food, has named Gray & 
Rogers, Philadelphia, to handle its 
advertising. Lavenson Bureau of 
Advertising, Philadelphia, is the 
previous agency. | 


Harris Joins PR Group 


R. W. Harris, formerly public 
relations for a Canadian financia! 
corporation, has joined Public & 
Industrial Relations Ltd., Montreal, 
and will make his headquarters in 
the Toronto office. 


Marvin Gordon Agency Moves 


Marvin Gordon & Associates 
Chicago agency, has moved to new 
and larger quarters at 920) N 
Michigan Ave. 


SHEBOYGAN 


WISCONSIN 
A Wealthy Market For Your Product 
Blanketed With The 
SHEBOYGAN PRESS 
1. Sheboygan is one of Wisconsin's 
key cities over 52,000 population. 
Home of Prange’s, world’s larg- 
est department store in a city 
the size of Sheboygan. 
3. Diversified Industry. 
SEND FOR OUR SHEBOYGAN MARKET FOLDER 
Na@enaiiy Represe sted oy 


‘WARD-GRIFFITH CO. 
The Ward.Griffith Co. maintains offices 


in alk principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Most publishers and printers think of 
Huber as an important source of print- 


ing inks. And they know that their paper 


stocks are probably coated and filled with 
Huber clays. But few know that Huber 
makes carbon black for its own use—and 
is a leading supplier of carbon black to 
the rubber industry, as well. 

Behind these operations is a closely- 
knit research program. In developing 
better carbon black, Huber controls the 
quality of inks it produces. In helping 
paper manufacturers develop better 
printing surfaces, J. M. Huber Corpora- 
tion not only develops better clays but 


better inks. 


Printing Inks ~Huber’s Printing Ink Di- 
vision, with headquarters at Brooklyn, 
and plants in Brooklyn, Bayonne, N. J., 
Ill., East St. 
Louis, Ill., Boston, Mass., 
and Borger, Texas, man- 
ufactures printing inks 
ae of all types. 
probably know, Huber 
manufactures inks for 
hy newspapers, publications, 

comic books, containers 
and commercial jobs, and 


McCook, 


ae) 
\ 
Ne 


rubber, clay is used 


colored goods. 


fr 


You 


As you 


gas. In 1951, 57 new 


HUBER NEWS, a most unusual house organ, takes you 
behind the scenes of all the industries described 
above. Write for your copy of this bi-monthly publi- 


cation~it’s yours for the asking 


J. M. 


Brookiyn, N 


New 


distributes these inks throughout the 
United States and the free world. 


Clay—The Clay Division, with 
headquarters at Langley, S. C., 
and plants at Langley, Granite- 
ville, S. C., and Huber, Ga., mines 
and refines kaolin clay. Its major 
uses are in the manufacture of 
paper and rubber products. In 
filler clay helps close the surface; coat- 
ing clay gives a smooth, glossy finish. In 


stiffening such products as heels and 
soles, insulation, flooring and most light- 
‘ll also find Huber 
Clay in insecticides. 


ett 


Oil and Gas Division —The Oi! and Gas 
Division, with headquarters in Borger, 
Texas, operates throughout the South- 
west, producing crude oil and natural 


and most were producing either oil or 
gas or both, at the year’s end. Some of 


to: J. M. Huber Corp., 620 62nd St., Brooklyn, N. Y. 
“ 


PLANTS. Bayonne, N J 


SALES OFFICES. Boston, Moss 


Let’s get acquainted... 


der is sold to 


FAC product when 
@ 
Se 


paper, 


Carbon Black 


for reinforcing and 


Y 


wells were drilled, 


Address requests 


HUBER CORPORATION 


INK DIVISION 


Borger, Texas . 
Y. + East St. Lows, tt 


Boston, Mass 
* McCook, I 

Brooklyn, N.Y. + Chicago, ti! 
+ Eost St. Louis, tit 


HUBER PRODUCTS IN USE SINCE 1780 


York, N.Y 


the gas is used in our Borger 
carbon black plant, the remain- 


tors. You may be using a Huber e 


or light your gas range. 


The Carbon Black Division's headquar- 
ters are at Borger, Texas, where Huber 
produces both channel and furnace black. 
Millions of pounds of carbon 
black are used each year to add 
toughness and wear resistance 
to automobile tires: all the 

large rubber companies and 
many smaller ones use Huber 


pipe line opera- 


you fill your car 


aS 


( 


vu __ carbon black. It's 
also used in inks, 
paints, and wher- 
4 ever black color- 
ing is needed. 


Chemicals, Too : the Chemicals Division's 
new plant at Havre de Grace, Maryland, 
now under construction, will produce 
Zeolex 20, a reinforcing white pigment 
for rubber and plastic products. 


i, 


oad 


OW cata 


i, of ae. Ot Sl iat, 7 a ee oa ay Let ae © * ye iO SF ign Vee 3 =e ae ie i eee , eee ie re Es he 9 "eae 
gees a ee | ee i a Pela ga PRR eas ee ee ae 4 
Serie ar ae Saye % Be ae Cie a es ae, bie re i es oe a Ae 
a ee 2.50 4 eee ret : ‘ ete. we : ge ies “ieee ; ee 5 2. & Bc eae i : Peete ee 4 a Aree: ts ay Fs , 
Cee : ; > Set ‘ at 
es 14, 1952 - fis 
a [CS a on. 
wis we 
. BY ak - iG 
: ne ee 
— tg ‘ ‘ 
ee 
: | se. 
se See 
*“* "Ss x " 
5 . r Z : aes 
: 2 ; ' Sy 
| Z ie z ings 
} wv | i 
| | ee 
: BAtlas 
» . Pda: 
‘ } a : ai 
} 5 _. eees 
, | pt | | ae 
} . =o aah 
“a9 | ~ ‘ : | " 4 =": 
Grad 
| ) F ; Be 
? UBER | ie 
: SS 
BERS : ere 
HIKED) } ee 
Pe 3 ee a 
: yy 
: F 
1 - ‘ os 
a ES 
x Sap 
oe "i 
fe ap 
q Bee 29. 
Bee “ae 
Sik e2 
a aah | oy 
ey 
4 ny i = x 
is na S 
PT cdhet 
= ae aS 
j * : 5 5 7 
Se=]f Sa ie 
ol BT 471d bs =~ * 
f at ie y be Ne j z ier B 
oe ie ee 
pe , — | | 
{ mt 
! We Tee eh 
. 3 
| | Pe | : 
2 \ ee ., 
gf , ‘. ays 
7 4 a ee BER Me SEE ie 
Pe eae Be wy 
. ‘= ri eos a R) AUR? rare ; 
a ae i S et ris Sg 
Beil. eae 
 -: a : Sta, eee 
eR gecesi a i a ee A) us | DREN oy ae eS fas Sete ek Trait, th Re phe ee 
eee, i ee Co Ce ee ee ae. eee wee eee 


KM a! 2 H. George K 


manager of KOI! Omaha, has 


Advertising Aye, J vy 14, 1992 


Doniger & Co. Boosts Koulman ‘ 'h the lastion toerchen= Newens to Allen . Reynolds ’ 4 
tra advert, Sst division of Ragulr Witom Js ’‘ormeriy Paper Industry's Output, Profits 
At of David D. Dor ies Par r nator Richardson & Sanders Moves been named an ac ount ———— ” —— 
Me York tnanufacturer of McGregor uchardson Sanders, Atlanta, Of Allen & Reyno Omaha, ef- W ll D B i 52 B rnh d 
” - ; , 4. — Se fective July 15. A: one time, Mr | rop a | in ; e ar 


r portewear, has been promoted to has moved into the Glenn Bldg 
. director of speci event ind a The agency recently reorganized Newens operated own Sguey 
4 istant advertising manager. His Officers are Tom Sanders Jr., pres- 1% Lincoln, Neb New York, July 8—Indications, prices significantly, but rather will 
new dutic pelude sales pro- ident, Bill Richardson, v.p.; Lor- a , |are that production and profits of| continue on less than capacity pro- 
i otion plans a ipervisior of raine Waldrip, secretary-treasurer Levesque Joins ‘Evening Day’ | the paper and paperboard indus-| duction schedules until customer 
° ag ‘ - — ne ind _—— — ac count exec utive and Ralph Patrick A. Leve: ue has joined | try in 1952 and 1953 will not meas-|inventories are scaled down and 
‘ ing and prome Ricketts and Frank E. Tindall, the advertising st. { of the Eve- ure u to the record results|demand turns upward 
, a oe a renensntenieenntbe ning Day, New Loudon, Conn oo an in 1951. But neither a ye sia 


THIS 1S GEORGE CORTES — (Another W-G Selmenent a severe squeeze on operating mar- 


ze A rte one of the younger old timers in the newspoper representative | gins Is foreseen 
, . has been an advertising man all his life. Before join vur sales force 5 “ 
George wa ‘tional advertising manager of a newspaper wher e gained expe- That is the outlook on paper re- 
with local salesmen and district men. He also sold local advertising. Aggres- ported in a quarterly report on the 
“nt George Cortes, like all our salesmen, will help cres'e more sales for “~ - P 
AB busteees Io lecali Avastin bn inenummmens! industry by Arnold Bernhard & 


Please note individual advertisements of our newspapers throughout this issue. (0. In its current investment sur- 


}vey “The Value Line.” 
a e| No major price cutting is ex- 
eal) P rt says. However, 


pected, the report says. 


DAILY NEWSPAPER REPRESENTATIVES © cite atid. Tem matenee aaah eneee 

Siecle asaietinahaens Wie Piaza 9-7028 NEW YORE | points out, “to some extent, par 

Wrie Building Superior 7-2485 CHICAGO | of the recent downturn in demand 

enerai M * Bu ne Trinity 3-6365 DETROIT | . " 

stler Offce Buildine Liberty 2-5669 poston |reflects resistance to buying in 
Marietta ee Wainut 1231 ATLANTA “IDs 5s 3172 

persemta & : ioe cuantorte | @nticipation of possible, sizable 

ik Buliding ¥ ubot n 2-2-6028 SAN FRANCISCO | price reductions. Judged by past 

terty B 1-4379 PHILADELPHIA | ay perience, it is our opinion that 


“GET OUR city "ZONE FOLDER ‘the industry will not cut selling 


) THE COSMO-OUIZ 


. jo for EMPLOYEES OF NATIONAL ADVERTISERS 
-” and THEIR AGENCIES (families included ) 


Your Chance To Win a 1953 
CADILLAC CONVERTIBLE 


ee 


(Hlustration shows a 1952 Model) 


...OR A DELUXE 2-WEEK ...OR AN ADMIRAL 
BERMUDA VACATION TV-RADIO- PHONOG RAPH 
FOR TWO COMBINATION 

Luxurious cabin on Furness Exquisite cabinet in Blonde or 
Line's Queen of Bermuda, New Mahogany finish.21” TV Screen; 
York to Hamilton and return; Built-in Roto-Scope Antenna; 
4% days, with meals, at palatial Dynamagie Radio; Triple-play 
Princess Hotel; private car and Automatic Phonograph; Gen- 


2nd GRAND PRIZE driver for sight-seeing. erous space for record albums. 3rd GRAND PRIZE 


OR ONE OF 303 MONTHLY PRIZES 


Nearly $10,000 in exciting merchandise prizes IN EACH OF THREE CONSECUTIVE 
will be given away by Cosmopolitan to em- COSMO-QUIZ CONTESTS 


ployees of national advertisers and their agencies 


1ST MONTHLY PRIZE — Complete home movie outfit — . 
bs W F Revere 8 _ camera and projector, plus screen and tripod. 
‘J e want ye ‘t acquainted w . 

s iat cinema ned we : —— — oe 2ND PRIZE —2-piece matched set of Platt cowhide luggage, 
“ea yoo ee, Se man’s of woman's 

ts bow July 25 with the publication of our 


luding family members) because— 


August issue 3RD PRIZE — Zenith table radio-phonograph* 
Sf It has more COLOR, more PICTURES, and 300 additional Runner-up Prizes. 
more FEATURES, more ZING! And every , 
tor rticl i de rt = " *Or your choice of equiralent merchandise 
story, article and department is completed rolues from Belnap & Thompson 
> on consecutive pages for your non-stop prize book 
reading pleasure 
Ihe first COSMO-QUIZ will be based on this 
= exciting new August issue. You're eligible, if you 
eS work for a national advertiser or an accredited 
pee advertising agency with national accounts—and 


« your family. 
Come join in the fun. Enter all three COSMO- 
QUIZ contests. Yow hare orer 900 chances to win! 


precipitous drop in production nor|® “The experience of 1949, when 


the industry chose to cut prices 
rather than production when de- 
mand leveled off, demonstrated to 
the satisfaction of some that price 
cutting does not immediately stim- 
ulate demand, but leads rather to 
the expectation of further price 
concessions 

“There are other reasons, too, 
why the industry is expected to 
refrain from price cutting at this 
time,” the report says. “The ma- 
jority of leading paper and paper- 
board companies have now 
achieved integration from the for- 
est to the finished product and, 
therefore, are not affected by low- 
er market prices for wood pulp and 
waste paper.” 


® In addition, it is emphasized that 
cost of timberland, installation of 
new productive capacity, labor 
transportation and _ selling have 
risen to higher levels, and that 
taxes are cutting into earnings 
These factors, it is suggested, indi- 
cate that major selling price reduc- 
tions in the paper and paperboard 
industry are unlikely in the near 
future 

In contrast to the outlook for the 
next 12 months, the Bernhara 
study says, “longer term prospects 
for the paper and paperboard 
industry are highly favorable 
By 1954-56, in the $356 bil- 
lion gross national product econo- 
my which we envision, the basic 
demand for paper and paperboard 
promises to increase to a point 
where the industry's expanded and 
modernized plant facilities will 
operate at near capacity rates 
With productive capacity more 
fully utilized, profit margins may 
widen over the margins likely to 
be realized this vear and next. 


@ “On the assumption that the ex- 


| cess profits tax will have lapsed by 


1954,” the report says, “earnings 
of all the major paper and paper- 
board companies are expected to 
climb to new average highs in the 
1954-56 period. 

“This forecast is substantiated,” 
the report says, “by an analysis of 
the per capita growth trends. Over 
the years, per capita consumption 
of paper and paperboard has in- 
creased steadily. By extending the 
per capita consumption trend line 
and by assuming a normal growth 
of population, we are led to the 
conclusion that consumption will 
increase about 10% in 1954-56 as 
compared to 1951 

“Here it should be noted that 
per capita consumption of some 
grades of paper is more sharply 
upward than others. For example 
per capita consumption of paper- 
board has increased far more 
sharply than newsprint and print- 
ing grades, which in turn have 
shown a stronger growth trend 
than tissue paper 

“From these correlation studies,” 


TORONTO, CANADA 


Capital City of Sesnite - Canada’s Richest 

Province — Having One- Third of Canada's 

Total ae and 42% of Retail Sales— 
anketed by th 


e 
TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
Ontario centers 


END FOR OUR COMPLETE DETAILED — FACTS 
Represented In United States 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in'all principe! advertising centers 
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NEW—A full-color package of the kind 
usually seen on cookie and cereal shelves 
helped get “brisk” sales for Hunt Club 
Flavor-Baked Biscuit Bones, made with 
chlorophyll. Moser & Cotins, Utica, N. Y.. 
created the daniel design 


the report concludes, “it is our 
estimate that paper and paper- 
board production in 1954-56 will 
average about 28,500,000 short tons 
vs. 26,100,000 short tons produced 
in 1951. Sizable capital expansion 
programs launched at the end of 
1950 will help increase productive 


capacity to approximately 28,500,- 
000 short tons by the end of 1954- 
56 

According to Defense Produc 


Administration's office of re- 
sources and expansion, the produc 
uon program established for the 
industry will result in a 7% in- 
crease in paperboard capacity and 
12% increé in paper capacity) 
(including 45% increase in news- 
print and 7 increase in printing 
grades) 


tion 


ise 


Make TV Film Comedy Series 

Phil Rapp, writer, producer and 
director, and Jack Denove, former- 
ly v.p. of Batten, Barton, Durstine 
& Osborn, New York, where he 
was executive on the Lucky 
Strike account, have joined forces 
to film for TV “It's the Bick- 
ersons,”’ a situation comedy series 
which has been appearing on 
radio 


Ofters Shopping Section List 

H. K. Simon Advertising, 48 
Fifth Ave. Pelham 65, — « 
has prepared a list of 100 maga- 
zines which have a shopping sec- 
tion for mail order selling. The 
list includes address, name of ap- 
propriate editor, and full descrip- 
tion of how to send releases on new 
products. Single copies are avail- 
able for $7.70 


‘McCall's’ Names Stanwyck 
Jay Stanwyck, formerly assist- 
ant technical director of the Ad- 
vertising Research Foundation, 
New York, has been named to the 
new post of director of advertising 
research of McCall's. She will in- 
augurate a broad program of re- 
search on women and their buying 
habits, coupled with a program of 
service to McCall's advertisers. 


Krieg Named Sales Manager 
Federal Tool Corp., Chicago, 
has named Jack C. Krieg sales 
manager of its newly created rack 
merchandising sales division. 


DAYTONA BEACH 


FLORIDA 
Florida's Year "Round Resort Reached By 
DAYTONA BEACH NEWS-JOURNAL 
. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U:S., | 
Cuba and South America. Its Sum- | 
mer seasons a fh rival its Winters in 
tourist populari | 
Over $98,723,000 ‘utes buying in- 
income. 
Over $83,353,000 retail sales. 
A quality market index of 127. 
1951 total advertising 12,210,352 lines. 
SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 
Represented by V. 4. Obenauer Jr. In Jacksonville 
And Nationally Represented By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co “maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Kohn Joins Emil Mogul Co. 

Henry Kohn, formerly adver- 
tising manager of R & S Auto 
Stores, has been named to the 
executive staff of Emil Mogul Co., 
New York, to service the Rayco 
Mfg. Co. and Rayco Franchised 
Dealers group accounts 


Appoints Erwin. Wasey & Co. 

Portable Electric Tools Inc., 
Chicago, has ea Erwin, 
Wasey & Co. Chicago, to direct 
advertising and promotion of PET 
power tools in both home and in- 
dustrial markets. 


“required subject” 
America. 


Elects DeLong. Montgomery 


Walter 
tions di 
Timber 


Montgomery, 
Valley Tribune, 


J 
rector 
Co., 


of 


DeLong, public rela- 


Weyerhaeuser 


Tacoma, 
publisher 
Puyallup, Wash., 


and Tom 
of 


the 


have been elected to the executive 


board of 
Taxpayers Assn., 


the Washington 
Seattle 


State 


Berivon Co. Names Freeman 


John 
named 


Berivon Co., 


of Rush 
fractures 


Back-to-school clothes will soon be a 
for parents all over 


R. Freeman 


advertising 


medullary 


And pointing the way to more attractive, 
practical outfits will be the bright, colorful 
catalogs and brochures produced by our 
leading style arbiters—the nation’s depart- 


ment stores. 


Because keen competition in retail mer- 
chandising puts such a premium on out- 
standing presentation, Oxford Quality 
Papers have long been the choice of de- 
partment and chain stores for their finest 


printed promotions. 


Oxford Quality Papers in a wide variety 
of coated and uncoated grades can help 
immeasurably to enhance the appeal and 
salability of your products. Call on your 
nearest Oxford Merchant for expert help in 
planning your next printed promotion. 


has 


manager 
Meridian, Miss 
pins 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N.Y. 


been 
of 


. maker 
for 


bone 


Jettrey Names Montague 

’. B. Montague, formerly 
assistant to Bennett 
Jr. assistant executive v.p. of 
United States Steel Co., Pittsburgh, 
has been named public relations 
manager of Jeffrey Mfg. Co., 
Columbus 


staff 
S. Chapple 


Gardner Promotes Runyon 
Kenneth E. Runyon, magazine 
space buyer, has been promoted | 
to research director of Gardner 
Advertising Co., New York. He is 
succeeded by Edward Langan, as- 
Sistant newspaper space buyer 


Help Build 


ELIZABETH 


NEW JERSEY 
A Waele powhes — Your Product 


The 

ELIZABETH DAILY JOURNAL 
THREE QUARTERS of Unien 
County's $459,030,000 business is 
done in THe ELIZABETH DAILY 
JOURNAL'S Trading Market. Ad 
vertise in the ELIZABETH DAILY 
JOURNAL. 

ASK FOR ADDITIONAL MARKET FACTS 
Nationally Represented uy 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GE our cry ZON FOLDER -- 


ete Ce ee ean 


eve 


XFORD PAPERS 


Sales 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Ill. 


Mills at Rumford, Maine, and West Carrollton, Ohio 
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Promotes David Ta 

David G. Taft, 
tor, 
Cincinnat 


of 


Radio 


managing 
has been promoted to a vp 


it 


i Ine 


direc- 


j 


se More Profits 
me for You! 


And in Haverhill, 
Massachusetts it's the 
Casette— 


afford NOT wo use 
{,asette In your campa 


By Haverhill Buying 
= Power means... 


A trading sone popu Advertising Maneger 
lation of 104,479 with Geerse Mclaughlin 
retail sales over $55.592,000 You can't 


Haverhill 


the 
ign. 


Request mere f 


WARD.-GRIFF 


; 


i 
ah 


Introduces Lanolin Plus 


Lanolin Plus, a new skin condi-| 


is being introduced to Ca- 
by Palmers Ltd., 
Montreal. The product is offered 
as a cleanser, night cream and 
make-up base as well as a hand 
lotion and an anti-dry skin cream 


tioner 
nadian women 


| Vining Leaves Association 


Charles A. Vining has resigned 
as an officer of the Newsprint 
Assn. of Canada after 18 years of 
service. His resignation has been 
delayed for some months at the 
request of the association and now 
is being accepted with the provi- 


Erwin, Wasey of Canada Ltd.,/sion Mr. Vining be available for! 
Montreal, is directing the promo-| consultation. He was president of 
tion the association from 1934 to 1944 


Magnavox Appoints Medinger 

W. E. Medinger, formerly ex- 
ecutive v.p. of Television Co. of 
Virginia Inc., has been named dis- 
trict sales manager for Magnavox 
Co., Fort Wayne. He will cover 
Virginia, North Carolina, South 
Carolina and parts of West Vir- 
ginia and Tennessee | 


DMAA Meets in Washington 
The Direct Mail Advertising| 

Assn. will meet at the Hotel Shore- 

ham, Washington, Oct. 8-10. Owing 


and has been chairman of the 
executive committee for the last 
six years. He also was chairman of 
the joint executive board which 
acted for the Newsprint Assn. and 
the Canadian Pulp and Paper 
Assn. prior to 1946 


Advance Pattern to Tobey 


Advance Pattern Co. has ap- 
pointed Fred Tobey Associates, 


New York, to handle its advertis-| 


ing. Newspapers and direct mail 
will be used. 


Robert Otto Gets Account 


’ peal Guittith Co maintains offices 


‘oll Principal advertising centers 
cert Oum City ZONE FOLOER 


— 


to a typographical error, AA er-| 
roneously listed the meeting as| 
taking place in the 
ham, San Bernardino, Cal., 
July 7 issue 


“2 e FOr a 


ITH CO. Viaducto Piedad 


=== = Place Your Order Now, 


‘> in EVERY MAIL’... 


Mexican real 

Hotel Shore-| estate firm, has appointed Robert 

in the| Otto & Co., Mexico, D. F., to han- 
i dle advertising in that country 


oe FLOOD + SALES 


/ 


(‘appers Weekly's 


NEW MAIL ORDER SHOPPING SECTION 


lk FROM THE NATION'S SHOPS it ig 


Direct to You 


“A PROVED Mail Order Medium 


my Coveringa 


PROVED Mail Order Market 


SEPT. 


6 


ISSUE 
A SIZE AND STYLE 
Y TO FIT YOUR BUDGET! Here's the sure-fire LOW COST way to reach the more than 
: From The Nanon’s Shops 100,000 prosperous Midwest Farm and Rural Town tamilies 
: D lo lets you served by Capper’s Weekly, “The Feature News Weekly of 
z: Hconvenicnt stvle and space the Rural Midwest 
. a vita praeact's Capper's Weekly ts the tamily reading favorite throughout 
ee thiy vast able-to-buy region in Towa, Missour, Kansas, 
22 eae Seite ae Nebraska, Colorado and Oklahoma, which comprises an 
oe # CONN $ Ay per iss importante market area long ace ustomed to mail order 
4 ; : 5 85.00 per ts purchasing 
: , ge ' Pm si Now starting in the Se pte mber 6, 1952 issue, a special and 
: / vinied, panieaees exclusive Mail Order Shopping Section, “From The Nation's 
: eee ere Shops Direct To You" —Capper’s Weekly offers vou a real 
Ney SEND FOR FOLDER opportunity tor quickly produced mail order results Here ss 
é TODAY! an tdeal, Low Cost, quick return testing medium for your 
‘ We will send vou complete mail order shopping ropy 
ad sella iil ih ai Wire phone or write today tor complete information — and 
chamicaf requirements, layout make your space reservation early! 
: Capper 
sty slation and other PUBLICATIONS INC 


helptu 


Order 


vour [ree «i 


nou! 


| 


Ps 


Cappers Week 


912 Kansas Ave Topeka. Kansas 


| AA was told. But since most con- 


|}more realistic in relation to the 
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BEACH-HEAD ATTACK—While Allan A. Bass (left), airplane banner towing com- 


pony operator, makes notes, 
Krueger, president of G. Krueger Brewing 


Dovid Bland, ad director (center), 


and William C. 
Co., Newark, chart the routes planes will 


follow in weekend flights over New Jersey and Long Island beaches during the 
summer. 


Two Firms Reduce 
Book Paper Prices 


New York, July 8—Prices on 
merchant grades of book paper | 
were reduced last week by two 
mills: St. Regis Paper Co. and 
Martin Cantine Co. So far, appar- 
ently, no other mills have followed 
suit. 

St. Regis dropped prices on 
brush coated stock from $1 to $6 
a ton, on machine coated from $5 
to $7 a ton, on non-coated book 
from $5 to $7 a ton, on offset about 
$3 a ton, and on ground wood 
grades $9 a ton. Cantine reduced 
prices on its brush coated papers | 
from $2 to $9 a ton. 

The reductions will apply on} 
present contract prices if the Ja -| 


tract prices are usually lower than 
merchant quotations, the fact that 
adjustments will be made is not 
particularly significant. 

These price reductions, accord- 
ing to mill representatives, were 
made “to meet the competitive 
situation in today’s market,” which 
is admittedly soft. The new price 
structure, AA was told, “will be 


present market situation.” 
s Comments by representatives of 
other mills ranged from surprise 
that the price cuts were made so 
suddenly to declarations that pres- 
ent manufacturing costs make 
price reductions at this time un-| 
realistic. 

The fact remains, however, that | 


|a number of paper merchants have | 


| stimulate business remains to be 


|velops before revising 


been shading prices on occasion | 
for the past couple of months. The| 
market has been and continues 
dull. Whether lower prices will 


seen. Other mills apparently are 
going to wait and see what de-| 
their 7 
prices. 


The newsprint market aiso re- 


| mains very quiet. A few spot sales 
| were reported last week for small | 


lots at about $130 a ton, only $4 
over the current contract price for | 
Canadian newsprint here 


Form Ad Corp. of America 
A new agency, Advertising Corp 

of America, has been formed fn 
the Grogan Bldg., Pittsburgh. The} 
agency will engage primarily in 
television production. Officers are | 
Joseph A. Jenkins, formerly as- 
sistant director of the 
and radio department of Ketchum, 
MacLeod & Grove, Pittsburgh, 
president; Peter L. Barker, previ- 
ously executive producer for 
WDTYV, Pittsburgh, v.p. in charge | 


of production, and Robert L. Stev-| 


enson, formerly advertising man- | 


ager of Wilkens Jewelry Co., Pitts- | 
| burgh, v.p. in charge of the com-| 


mercial department. Lewis L. Sil- 
berman is treasurer. 


|Kimmel Joins Henry Bach 


Lynn Kimmel, formerly 
Peck Advertising, has joined the 
copy staff of Henry Bach Associ- 
ates, New York 


television | 


with | 


| Admiral Starts Convention 
Promotion with Giveaways 


Admiral Corp., Chicago, is fea- 
turing a special political conven- 
tion promotion during July 7-31 
Persons going to a dealer to see a 
demonstration of an Admiral tele- 
vision set or refrigerator will be 
presented a set of four green chip- 
proof glasses “just for looking.” 
All purchasers of an Admiral TV 
receiver with built-in radio will 
receive a three-speed automatic 
record changer at no additional 
cost and all buyers of the com- 
pany’s 11 cu. ft. conventional re- 
frigerator will get three tins of 
Armour Star canned hams, weigh- 
ing over 20 pounds 

The three-sided promotion is be- 
ing featured on radio and tele- 
vision commercials during cover- 
age of the political conventions by 
Admiral over ABC and in news- 


Seeds Co., Chonan. is ‘the agency 


‘Welcome Travelers’ on TV 
“Welcome Travelers,” six-year- 
old radio show (10-10:30 am. 
EDT, daily), will go on TV start- 
ing Sept. 8 over the NBC-TV net- 
work as a separate daily half-hour 
production. Time will be 3:30-4 
p.m., EDT. Procter & Gamble, 
which sponsors the radio show, 
will pick up the second 15 min- 
utes of the TV version through 
Dancer-Fitzgerald-Sample. The 
first 15 minutes is still open for 


| sponsorship. The TV show will 


follow the radio format with the 
same principals. 


Promotes Green Box Cars 

Minneapolis & St. Louis Rail- 
|way Co. is using full-page color 
ads in Business Week, Forbes. 
| Traffic World, and Trains and 
| Travel to promote the fact that 
700 recently acquired box cars 
are painted green instead of the 
traditional red. The road’s name 
on the cars is in bright yellow. 
Copy proclaims “splashes of green 
and gold in freight trains—some- 
thing new to tell the world about 
fast M. & St. L. freight service in 
the great Midwest.” Addison Lewis 
| Co., Minneapolis, is the agency 


Form PR, Research Company 
Charles B. Coates, vice-chair- 
man and general manager of the 
Citizens Committee for the Hoover 
Report, and Robert L. L. McCorm- 
ick, director of research for the 
|committee, have formed Coates & 
| McCormick, 441 Lexington Ave., 
| New York 17, public relations and 
| governmental research consultant. 
| The Citizens Committee suspends 
its activities with the end of this 


| session of Congress. 


In CANADA 

39% of the 

English-speaking Families 
read 

The STAR WEEKLY 

| Ask for Information 


WARD-GRIFFITH CO. 


The Ward Griffith Co mointains offices 
centers 


in all principel” 
GET Our City ZONE FOLDER 
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FCC Delays Order 
Designed to Boost 


More Rebroadcasts 


Wasuincton, July 8—The Fed- 
eral Communications Commission 
has postponed the effective date 
of an order which would have en- 
couraged stations to rebroadcast 
programs of other stations. 

The postponement was granted 
after CBS, NBC and the National 
Assn. of Radio and Television 
Broadcasters protested that the 
proposal smacked of piracy. 

The commission’s ruling held 
that stations must obtain permis- 
sion to rebroadcast programs, but 
that the originating station must 
have a good reason for refusing re- 
broadcast permission. 


® To put teeth into its ruling, the 
FCC said all refusals must be re- 
ported in writing to the commis- 
sion within ten days. 

The issue originated in a dis- 
pute between WJIM-TV, Lansing, 
and WWJ-TV, Detroit. 

The FCC said the rebroadcasting 
station need only obtain permission 
from the station whose signal is 
rebroadcast. The commission said 
it finds no evidence that Congress 
contemplated that stations consult 
the owners of the program or the 
originating station. 


® The commission said that “the 
suggestion that the act be inter- 
preted as to require the consent 
only of the party who contributes 
the major share of the expense of 
producing the program, however 
appealing it might be as a matter 
of policy, requires, we believe, not 
an interpretation of the law, but a 
revision of it. The statute refers| 
only and specifically to broadcast | 
stations. Its revision, if desirable as | 
a matter of policy, must be left to! 
the Congress.” 

CBS, NBC and NARTB protested 
that the regulation, requiring sta- 
tions to justify refusals to permit | 
rebroadcasting, is grossly unfair. | 


Lees Sets Carpet Drive 
During Election Time 


James Lees & Sons Co., Bridge- | 
port, Pa., is keying a Home Fashion | 
Time promotion around the No- 
vember elections. The schedule in- | 
cludes 72 newspapers, mostly Sun- | 
day supplements in full color, and 
pages in fall issues of Better Homes 
& Gardens, House & Garden, House 
Beautiful, Living for Young Home- 
makers, The Saturday Evening 
Post and Sunset. In addition, the 
company will resume its “Meet 
the Masters” television show on 
Oct. 19 over the National Broad- 
casting Co. network. It will run 
for five alternate weeks. | 

Objective of the campaign is “to 
capitalize on consumer advertising 
at point of sale in as many inte- 
grated forms as possible.” Retailers 
will have point of sale material 
and a merchandiser portfolio with 
tie-in ads, radio scripts and sug- 
gestions. D’Arcy Advertising, New 
York, is the agency. 


Ekco to Use TV in Canada 


Television will be included in 
the fall advertising plans for Ekco 
Products Co. (Canada), Toronto. 
Walsh Advertising Co., Toronto, 
has made application for time on 
CBS-TV, Channel 9, and film com- 
mercials are being planned to show 


the features of Ekco’s Minute- 

Matic mop. 

LYNCHBURG 
VIRGINIA 


A Metropolitan Market as defined 
by Sales Management, the City of 
Lynchburg’s 1951 per capita retail 
sales ($1,320) were 38% higher 
than the U.S. average. 

ONLY the NEWS-ADVANCE cov- 
ers this basic Virginia market. 
ADVERTISE IN LYNCHSURG—GET OUR MARKET FOLDER 


Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. mainjains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Merck Pushes Moth Crystals 


Merck & Co., Montreal, is using 
a seasonal campaign to advertise 
Dichloricide moth crystals. News- 
paper insertions and radio spots, 
timed to appear when housewives 
are storing clothes, have been 
scheduled. McKim Advertising 
Ltd., Montreal, is the agency. 


Didier Promoted to A.M. 

Louis B. Didier of the advertis- 
ing staff of Science and Mechanics, 
Chicago, has been promoted to ad- 
vertising manager. 


Rudge and Blue List Merge 

William E. Rudge’s Sons, print- 
ing division of Geffen, Dunn & 
Co., printer of stockholder reports 
and other corporation literature, is 
being consolidated with the print- 
ing division of Blue List Publish- 
ing Co., both in New York. 


Edwards Leaves Marsh Co. 


Richard H. Edwards has re- 
signed as director of sales promo- 
tion of Jordan Marsh Co., Boston 
department store. His future plans 
are as yet undisclosed. 


Appoints DuFine-Kaufman 


Huxley Envelope & Paper Corp., 
New York, has named DuFine- 
Kaufman, New York, to handle 
its advertising, sales promotion 
and publicity programs. Trade 
publications in various fields, di- 
rect mail and publicity campaigns 
will be used. 


Bendix Names Stanfield Ltd. 
Bendix Home Appliances (Can- 

ada) Ltd. has named the Toronto 

office of Harold F. Stanfield Ltd. 


, to direct all its advertising. 


Indoor Advertising of America 


4 D/VIR1OR OF WL. ETEREGAAED O80 aneOe ATES, (eC 


346 NM. JUSTINE ST. CHICAGO 7, Hi. 


DISPLAYS OF ALL TYPES AND SIZES 
DEMONSTRATIONS - EXHIBITS 


Let us bid on your next display job 
PHONE OR WRITE... NO OBLIGATION 


Special to Broadcasters: 


9. 


All this is good news for you. It means your sales 


all summer fon 


MILLIONS OF AMERICANS 
will listen Only oF 


insist on FM in your schedule 
and get complete radio coverage 


This year FM listening is headed for new 


radio-minded than ever. And when every 


word counts, millions have learned to count on FM, 


to FM programs exclusively. 


and greater popularity, The baseball season 


and political events have made America more 


Yes—millions have discovered how FM cuts 
through static and interference to give realistic 
reception even during summer storms. With the 


“summer static season”’ on its way, many will turn 


message will reach a larger audience—and reach it 


Your local Zenith dealer will gladly 
help promote your station oa 
programs in his newspaper ads and 
displays. Get in touch with him today. 


ZENITH RADIO CORPORATION, Chicago 39, 


more effectively—when you include FM. 


Illinois 
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Robert Kah! Joins Borden's 

Robert E. Kahl, formerly re- 
search supervisor of Young & Rub- 
icam 


joined the genera 
vertising department of Borden 


ha id- 


Co., New York, in the newly cre- 
ated = positior of merchandising 
manager. In addition t ipervi 
ing research activiti if the gen- 
eral advertising department, Mr 
Kah! will coordinate mer nai 
ing plans and activitie f the con 
pany 


NEW BERN 
NORTH CAROLINA 


New Hern is the buying center of 
Craven County's 


$46,114,000.00 
effective buying income 
The Sun-Journal, New Bern's only 


newspaper will cooperate in build- 
ing sales for you 
REQUEST MORE FACTS—AOVERTISE IN WEW BERN 


Netionsily Represented by 


WARD-GRIFFITH CO. 
the Word Gotfith Co maintains offices 
centers 


, h att principet 
Gt! Ou® City ZONE FOLDER — 


Publicity Checklist 
Is a Useful Guide 


July 8—A useful book 
ends out publicity 


CHICAGO 
for 
releases has just been published by 


inyone who 


Bacon's Clipping Bureau 
The 192-page, spiral-bound book 
itled “Bacon's Publicity Checker,” 


ts a total of 2,272 business pa- 


per consumer magazines and 
farm publications, in alphabetical 
order 

These samme publications are also 
broken down into 99 different mar- 
ket groups, and information is giv- 
en concerning the address, editor 
frequency of issue, date of issue 
circulation and publisher 

Twenty page it the end of the 


book are devoted to a discussion of 
to handle editorial publicity 


how 


and a series of case studies show 
how to break tRe publicity job 
down by market groups 


H 
head of the bureau and for- 
manager of Fairbanks, 
Mr. Bacon also is v.p 


The book was prepared by R 
Bacon 
merly 
Morse & Co 


aa 


of Kreicker & Meioan, industrial 
agency 

The book sells { $10 and may 
be ordered from the bureau's of- 
fice at 343 S. Dearborn St., Chi- 
cago 4 


Philip Morris Names Chesley 
Harry W. Chesil: formerly v.p 


in charge of national sales for 
Pepsi-Cola Co., has been appointed 
a v.p. of Philip M & Co., New 
York. He will coordinate and su- 
pervise the advert iz, selling and 


merchandising ac'ivitie Before 


the war, Mr. Ches was national 
sales promotion nm ager for Pabst 
Brewing Co. with offices in Chi- 
cago. During the was as- 
sistant secretary air staff 


in Washington ar i a It. col 
was executive to t commanding 
general of the Air Forces Pacific 
Ocean area. He joined Pepsi-Cola 
in 1949 


Promotes John Harvey 
John Harvey has been promoted 
from public relations account man- 


ager to director of public relations 
of John Falkner Arndt & Co., 
adelphia 


Phil-| 


ash registers 


are more susceptible 
to bigger results 
than they are to 


bigger circulations 


the Seattle 


Post- Intel ligencer 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


WIEDEMANNS 


s 


NEW THEME—George Wiedemonn Brewing Co., Newport, Ky., is using this new 
“Registered” point of sale display featuring a certificate that “every drop of this 


beer has passed 83 quolity control tests,” 


and multiplane, eight-color display cards. 


The displays were developed by Einson-Freeman, Long Isand City, N. Y., in con- 
junction with Tatham-loird, Chicago. 


‘Look’ Stresses 
‘Unduplication’ 
of Readership 


New York, July 8—Look’s mon- 
umental nine-magazine audience 
study, expectantly awaited for its 
findings on duplication of audi- 
ences, approaches that subject in 
reverse. It gives unduplicated cov- 
erage, unduplicated audience and 
unduplicated readers per dollar. 


However, agencies and advertis- , 


ers presumably may obtain dupli- 
cation statistics on request by pay- 
ing the cost of running IBM cards 
through the necessary sorting op- 
erations 

In any case, the new study “en- 
ables advertisers and agencies to 
establish both the number of dif- 
ferent people who can be reached 
and the number of potential im- 
pressions which can be made upon 
them with advertising in various 
combinations of the magazines 
studied. 


@ “It reveals such things as the 
net unduplicated audiences of 
pairs, trios and quartets of the nine 
magazines; the number of males 
and females delivered by various 
combinations; the number of read- 
ers per dollar which various com- 
binations deliver, and the exclusive 
audiences reached by Better Homes 
& Gardens, Collier's, Good House- 
keeping, Ladies’ Home Journal, 
Life, Look, McCall's, The Saturday 
Evening Post and Woman's Home 
Companion.” 

Here’s a sample example from 
the study: 

“A Life-Look combination de- 
livers a total unduplicated audi- 
ence of 41,168,000 people and of- 
fers advertisers an opportunity— 
with one insertion in each maga- 
zine—to make 51,500,000 reader- 
impressions. 


s “A Better Homes-Look combina- 
tion delivers an unduplicated audi- 
ence of 33,322,000. Advertisers 
placing an ad in each would have 
the opportunity to make a total of 
38,250,000 reader impressions. 

“However, for every dollar spent 
on a b&w page in the Life-Look 
combination, an advertiser has the 
opportunity to reach 1,344 undu- 
plicated readers—whereas the fig- 
ure in the Better Homes-Look 
schedule is 1,492.” 

The following shows the top 
three combinations in total undu- 
plicated audiences and total un- 
duplicated readers-per-dollar for 
pairs, trios and quartets of the 
magazines studied: 

Top pairs in total unduplicated 
audience: 


Life & Post ...41,474,000 
Life & Look coceseeeee#1,168,000 
ES en 40,840,000 


Top pairs in unduplicated read- 
ers per dollar: 


BH&G & Look .-1,492 


Collier's & Look 1 
BH&G & Collier's 


® Top trios in total unduplicated 

audience: 

BH&G, Life, Look ............ 49,144,000 

BH&G, Life, Post ..............49,108,000 

Life, Look, Post 49,106,000 
Top trios in unduplicated read- 

ers per dollar: 


BH&G, Collier's, Look .... 1,276 
BH&G, Look, Post ....... ences Se 
BH&G, Life, Look ....................1,183 


Top quartets in total undupli- 
cated audience: 
BH&G, Collier's, Look, 


Post ae 
BH&G, Collier's, Life, 

Look pesedatwuscosecsenhadasusiine 
BH&G, Collier's, Life, 

Post . eo ...53,816,000 


Top quartets in unduplicated 
readers per dollar: 
BH&G, Collier's, Look, Post ....1,070 
BH&G, Collier's, Life, Look ....1,052 
BH&G, Life, Look, Post 1,005 


| Popai Names I1 to Trade 
Relations Committee 

Carl V. Haecker, display direc- 
tor of RCA Victor Corp., Camden, 
N.J., has been named chairman of 
the trade relations committee of 
the Point-of-Purchase Advertising 
Institute. 

Serving with Mr. Haecker are 
Charles Derrick, Pepsi-Cola Co.; 
J. K. Gould, executive director of 
Popai; Don Hutchinson, Lutz & 
, Sheinkman; Homer Johnson, Sny- 
der & Black; I. Louis Landenber- 
ger, Ketterlinus Lithographic 
Mfg. Co.; Russel J. Leander, Chi- 
cago Show Printing Co.; A. Tyler 
Little Jr., Kling Studios; Henry 
William Marks, assistant publisher 
of Printers’ Ink; Manuel Rosen- 
berg, president of The Advertiser, 
and Philip Salisbury, general man- 
ager, Sales Management. 


‘Tribune’ Promotes Two 

George Robert (Bob) Houser, 
feature writer and rewrite man 
for the South Bend Tribune, has 
been promoted to news director of 
WSBT, the Tribune’s broadcasting 
station. He succeeds Morton L. 
Linder, who has resigned to open 
a public relations office in South 
Bend. Mrs. Pearl E. Hafstrom has 
been promoted to travel page edi- 
tor of the Tribune. The travel page, 
a new feature, will appear each 
Sunday. 


Studio Adds Photo Dept. 

Dodd Studios Inc., Chicago, has 
added a complete photographic de- 
partment. Jay Norman and Dick 
Hvale will supervise the new de- 
partment. 


PATERSON 


NEW JERSEY 
Srd City in New Jersey Covered With 
THE PATERSON CALL 
In 1951 the Paterson Call carried 
54% MORE 
Department Store advertising than 
the other Paterson paper. 


REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co maintains office: 


i> all principal edvertisine canter: 
ET OUR CITY ZONE FOLUS. 
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JOHN D. BREWER 

New York, July 8—John Dwight 
Brewer, 63, partner in Small, 
Brewer & Kent, newspaper rep- 
resentative, and at one time na- 
tional advertising manager of the 
old New York World, died yester- 
day in New Rochelle Hospital aft- 
er a long illness 

After graduating from the Uni- 
versity of Wisconsin, Mr. Brewer 
served as a major of artillery in 
World War I. Following this he 
spent several years in magazine 
advertising and then joined the 
advertising staff of the World. In 
1926 he was appointed national 
advertising manager. In 1931, he 
became a partner in the company 
with which he associated at 
his death 


ANDREW UNDERWOOD 


New York, July 8—Andrew Un- 
derwood, 62, in charge of the New 
York office of Frank P. Bennett & 
Co., Boston, advertising and pub- 
lication printer, died yesterday in 
St. John’s Riverside Hospital in 
nearby Yonkers. 

Born and educated in Worcester, 
Mass., Mr. Underwood had been 
sales manager of Mossberg Pressed 
Steel Co., Attleboro, Mass., before 
he joined the Bennett organization 
n 1929 


was 


MRS. ELIZABETH LAWTON 
GLENS Fa.is, N. Y., July 8—Mrs 
Elizabeth Boyd Lawton, 79, for 
more than 20 vears chairman and 
executive secretary of the Na- 
tionai Committee for Restriction 
of Outdoor Advertising, died last 
night of a heart attack. She was 
the wife of Walter Y. Lawton, he: 
associate in outdoor advertising 


restrictive 


work 


JOHN MURRAY GIBBON 

Monrrea., July 8—John Murray 
Gibbon, 77, former general pub- 
licity agent of the Canadian Pacif- 
ic Railway, died July 2 in nearby 
Ste. Anne de Bellevue 

Born in Ceylon, Mr. Gibbon 
once edited Black and White, an 
English magazine, before joining 
the Canadian Pacific in London as 
publicity director for Europe. He 
was the railroad’s general publi- 
city agent here from 1913 until he 
retired in 1945. He was distin- 
guished in Canadian literature 


CLARK HEMPSTEAD 
MINNEAPOLIS, July 8-—-Clark 
Hempstead, 78, president of Pills- 
bury Mills Inc. from 1936 to 1940 
and co-chairman of the board until 


his retirement in 1950, died here 

June 29 

JOHN ZINSELMEIER 
CINCINNATI, July 8—John Zin- 


selmeier, 48, director of merchan- 
dising of Station WLW, died of a 
heart attack at his home here 
Juiy 

A native 
Zinselmeier had served 


JOURNAL STAR 


PEORIA, ILLINOIS 


Only paper to cover 
this rich 13 county 
Peoriarea market. 


” 
“Here are the facts 
1. LARGEST Circula- 
tion in Illinois.* 

2. LARGEST Metropolt- 

tan Market in Ilinois* 
Pop. 250,512 

3. “BEST Test Market 

in Midwest"’ says every 


9 
of Cincinnati, Mr 
with 


SUMMER- 
Maneger of Genera! 
AdveTU sirar 


ORVILLE € 
than eny other [linols 
city 

5. “We help you do the job.” 

*Except Chicago 

WRITE FOR YOUR NEW PEORIAREA FACT FOLDER. 


Represented Nationally by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal centers 
— GET our CITY ZONE FOLDER — 


Procter & Gamble Co., Ohio But- 
terine Co. and the Stanco division 
of Standard Oil Co. of Ohio before 
joining WLW as director of drug 
merchandising in 1944, Later he 
became manager of specialty sales 
for the Crosley station in 1946. 
and was promoted to merchandis- 
ing director in 1948. 


ROLLAND D. SMITH 

CLEVELAND, July 8—Rolland D 
Smith, 74, veteran Ohio manager 
of Thomas Publishing Co., died 
here last week of a cerebral hem- 
orrhage 

Mr. Smith had spent 55 years in 
the advertising business. He was 
space representative for the old 
Henricks’ Directory when it was 
absorbed by the New York firm, 
publisher of Thomas’ Register. 
in 1914. Mr. Smith was then named 
Ohio manager. 

Mr. Smith took his first adver- 
tising sales job with the old Clere- 
land Herald in 1897. He was a 
member of the Industrial Market- 
ers of Cleveland 


ig 


How to select & buy 
upholstered 


furniture... 


Hows your | 
sales 
picture? 


POND'S 

ANGEL FACE 

is looked at, 

and heard about, 
5,870,544 times a week* 
in New York area 
homes. 
* New York ARB, May ‘52 | 
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WCBS-TV WAY 
most of the time \ a é ,) 
most New York eyes 7 , \Ty 
are on Channel 2 =} t+ <\ 


a" ge 


The above photograph and caption is from a recent Heart states, among the nation’s best farmers. with the : 
article in one of the leading home service magazines best soil, best brains, best tec hniques, highest yields es 
— SUCCESSFUL Farine. and incomes. The yearly earnings of the average SF . 

The Successrut Farmine family has standards as — subseriber easily top the US farm average by 50%, eer 
sophisticated as those of the best suburbs...and an Most national media miss most of this market. The = 


income which is often better! More than a decade of 
highest prosperity has brought a revolution in farm 
living...made today’s best farm families the best 
class market for better quality merchandise! 

The best medium for reaching the best market is 
SUCCESSFUL FARMING. concentrating almost a million 


of its 1.200.000 circulation in the fifteen agricultural 


advertiser needs SF to balance his national effort, 
get maximum sales and response! For full facts. call 


the nearest SF office. 


Mexeoitit Pustisuine Company, Des Moines... 
New York, Chicago, Cleveland. Detroit 


‘os Angeles, eo an 


San Francisco. Atlanta. 
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Says Wider Knowledge of 
" History Would Aid Admen 
eat To the Editor’ In your June 23 
% ie Walter Peterser h I'd 
Te ure like to know for certain j 
ae A.D Lasker originated slesman 
hip in print and he speaks of 
Robert Ruxton writing about it in 
gi 1908-09 
. % Let's get the record straight. The 
4 notion of advertising a plain 
* salesmanshiy factual selling and 
information about merchandise 
tems back to John Wanamaker a 
far as 1873 in an ad which Joseph 
Appel rightly called a classi 
(see “Growing Up with Adverti 
ing,” by Joseph H. Appel, Busines 
= Bourse, 1940. Page 76), and then 
SS still more definitively by John E 
Powers, Wanamaker's famous ad 


What do you mean, 


The Wall Street 
Journal 


covers American busi 
ness again and again? 


Well, take that Wall 
Street Journal circulation 
study.* It shows that 
more than 78,000 Wall 
Street Journal subscrib- 
ers sit on outside boards 
of directors. That means 


ee we can influence many 

"ee business firms through 

af one person. That's the 

ce utmost in real advertising 
economy! 


' 

Ln 

“ain 

! 1 

H% Ask to see this study 
A generous, scientih 
cally representative 
cross section of The 
Wall Street Journals 
234,569 subscribers 
reveals their lines of 
business, their respon 
sibilities and their cor- 
porate and personal 
buying means! 


AKAMA 


| 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


vertising genius, in article in 
Printers’ Ink, 1892, where he said, 
Advertising printing in an 
igreeable manner the facts that a 
has to get at before he can 
buyer.” 


an 
is 


buyer 
become 
I wish advertising men were 
more interested in the history of 
their profession; they might less 
often have the epithet “huckster” 
thrown at them because they 
would acquire more perspective 
Inspired by Wanamaker and 
Powers (the truly germinal minds 
if early advertising history), there 
were quite a few of us around 1900 
vho talked and wrote that sound 
idvertising was salesmanship in 
print. I myself had a few articles 
in Printers’ Ink about that time 
n fact, that is why A. D. Lasker 


wired me and offered me a job 
with Lord & Thomas (1903) and 
as editor of “Judicious Advertis- 


ing,”” published by Lord & Thomas, 
|! pounded the drums good and 
hard against “general publicity 
land for “reason-why” copy and 
|“‘salesmanship in print.” All of us 
got our first tip-off from John E 
Powers, whose ads talked precisely 


1s would a good retail] salesman in | 
care- | ; 
|chart looks good (AA, June 23).|to proclaim themselves the “great- 
spot |est name” in something or other. 
| And it creates a condition wherein | 
| the only way to secure a “big”! 
| account becomes the now rather | 
| common practice of working for a| 


whom you had confidence, 
fully avoiding mere fluff and bom- 
bast, always factual, always frank 
to the limit 

How come it was left to a guy 
from Texas, not yet 30, to see the 
broad trend in a big national way? 
The genius of A. D. Lasker lay in 
his utter freedom from the bonds 
of conservatism or tradition 
about 
Austin 


advertising 
Bates in New 


ing) and he shouted it into 
ears of his clients until they either 
listened or chased him away 
ker was like that. Working with 
him when we were all still in our 
20s, I recall him as something quite 
primeval, terrific. Calm Pennsyl- 
vania Dutchman that I was, I had 


never seen anything like him, nor | 
We) 
all of | 


had most everybody else 
“fought” all over the place 
us. He fired me and re-hired me 
over and over again. The air was 
sulphurous constantly-——-but the 
march forward was 
like tropical jungle growth 

Really somebody should write 
Lasker's life—I mean professional- 
ly. He was salesmanship in person, 
that man. There are scores of cork- 
ing stories about him 
untrue. There have 
many powerful, unique personali- 
ties in business, but Al Lasker top- 
ped them all, as I'm sure most of 
us would agree. The contrast be- 
tween him and, say, 
son] McKinney of N. W 
early great rival, almost 
Dickensian. Salesmanship-in-per- 
personality-in-salesman- 
ship, vou might say; a meeting of 
dinosaurs in battle! The rumble 
and tumble were thunderous' 


some 


is alone 


son 


vs 


Salesmanship in print was not 
patented by Lasker or by John 
Kennedy; its genesis in idea and 


already a quarter of 
ind incredibly neg- 
when Lasker grabbed and 
it across the sky like a 
It is his everlasting glory, 
nevertheless 
J. Grorce FREDERICK 

President, The Business 
New York 
* . e 
Learned in Lasker's School 

To the Editor In connection 
with your feature article on A. D 


concept was 
i century old 
lected 
wooshed 


comet 


Bourse 


Lasker, I recall my early days 
with Lord & Thomas. Reed Landis 
(Judge K. M. Landis’ son) and I 


sat at a double desk as cubs, burst- 
ing with ambition 
As green as chlorophyll we were 


| 


| Don’t you think that national 


He | 
took that undeniable germ of truth | 
(which Charles | 
York was—| 
much more politely—also express- | 
the | 


Las- | 


tremendous; | 


some true, | 
been | 


|Henry Nel-/ act it is now a very important | 


Aver, his! 


nevertheless, in our opinion, sec- 
ond and third on!y to Claude Hop- 
kins (our world famous copy ace). 
Reed and I rewrote and created 
reams of ads for clients, in our 
Spare time, just to show up the 
copy stars. 

One of them who wrote the 
rythmic Big Ben copy would read 
over our stuff, pat us on the back 
and send us back pepped up for 
more. On a minimum hourly basis 
Lasker heirs owe us about 10,000 


bucks, but after all none of the 
copy gems was used 
The point is, we gained good 


experience and | still help young- 
sters in the same manner. To learn 
to write you must write, write, 
write! In conclusion I dropped in 
on art director Johnson for “copy” 
and came face to face with the 
famous Palm Olive Cleopatra— 
and was she nude’ An atomic blast 
could not have flushed me more. 


publicized by you) the real under- 
lying reason for this apparently 
reasonless strife. 

It isn't, after all, a question of 
“ethics” or bookkeeping or con- 
cern for fellow-men. It’s just the 
routine American (or human) 
policy of attempted perpetuation 
by those who got in first. Keeping 
the upstarts who had the gall to 
be born or begin later from mov- 
|} ing in on what they who got there 
| first have found to be a good thing. 

If you're a doctor or lawyer or 


watchmaker or realtor or butter) 
|} manufacturer you try to do it by! 


legislation; if you're a big adver- 
tising agency and this course is not 
| Practical you set up an arbi- 
trary code of “ethics” which comes 
out like this: 

In soliciting an account it isn’t 
cricket to demonstrate what you 
}can or will or hope to do. All so- 
|licitation must be based upon 
| what you have done. Ideas are no 
|longer supposed to be in good 
| taste. At least new ideas. The re- 
|; sult of this type of code of “eth- 
| ics” is too obvious to require fur- 
| ther delineation. 
This kind of situation produces 


L. F. McCarrtuy, | advertising like the new Schlitz 

L. F. McCarthy & Co., Cin- | theme: “If you like beer, you'll 
cinnati | love Schlitz”—not to be confused 
e ‘ © | with “If you like ice cream, you'll 


| Adds Sales Volume Figures 


for National Spot Radio 
To the Editor: The attached 


National Ad Expenditures 
in Eight Media: 1948-1951 


1950 


BUSINESS PUBLICATIONS 
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radio might very well be in the 
chart? | 

Last year for the first time, it} 
passed network radio, and it 
amounted to $134,000,000. This is 
an estimated figure, but the fig-| 
ures for 1948 to 1950 inclusive, as 
follows, are official FCC figures: 


Spot Radio Sales Volume | 
1948 $104,759,761 
1949 108,314,507 
1950 118,823,880 | 


Spot television might also be| 
brought into the picture. It started 
only in 1949, but it is growing so 


figure. The figures are as follows: | 
National Spot TV Sales | 


1949 $ 7,275,013 
1950 25,034,000 | 
1951* 58 234,000 


Source: FCC *Estimated 

The general prediction is that | 
national spot radio figures will} 
consistently widen the gap with 
radio net sales, and that national | 
television spot sales will represent 
an increasingly large figure. 

There is no difficulty about the 
authenticity of the figures, since 
they come from the FCC. The esti- | 
mates that are made, pending the 
publication of FCC figures, are 
usually quite good 

T. F. FLANAGAN, 

Managing Director, National 

Assn. of Radio Station Repre- 

sentatives, New York 


e . . 
Another Slant on ‘Specs’ 
To the Editor: I feel that 1) 


should join in the very healthy 
controversy now raging over 
whether to speculate or not to 
speculate—primarily because no| 
one has yet brought up (or had| 


like 


’ 


|love Frostee’—or—“If you 
| peanuts, you'll love Skippy.” It 
| produces 15 or 20 national adver- 
| tisers spending millions of dollars 


Advertising Age, July 14, 1952 


“big” agency until you have en- 
trenched yourself with the “big” 
account then leaving and taking 
the account with you into your 
own agency 

That’s what the furor is about. 
The boys who never had it so 
good like it that way and want to 
keep it that way...and they want 
to do it by pointing at the muscles 
they used to have, not by wrassling 
today. 

Nep O'NEILL, 
The O'Neill Co., Advertising, 
St. Paul. 


| Will Rogers Auditorium 
Stays in Fort Worth 

To the Editor: Re: The Eye & 
Ear Man, Hal Davis (v.p., Kenyon 
& Eckhardt, New York), and 
\“Stony Ed” Sullivan. 

Brother Davis, if planning a 
future trip to Fort Worth, had bet- 
/ter oil his six shooters. Said he, “In 
Houston, for example, 5,000 per- 
sons came out to Will Rogers Audi- 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Blanketed By The 
PORT HURON TIMES HERALD 
1. Port Huron is one of Michigan's 
Key Cities over 62,283 pop. 
| 2. po | center for the Thumb 
and River District. 


8. Diversified I ndustry & Farming. 
Reresen nee 


SEND FOR OUR PORT RKET FOLDER 
Netiomally by 


WARD-GRIFFITH CO. 
The Ward Griffith Co maintains offices 
in all principal odvertising centers 
GET OUR CITY ZONE FOLDER - 


x 


and of Radio Station 
364,123 DANY 


REPRESENTED NATIONALLY 8 


- 


-Zournal 


WHAS and Television Station WHAS-TV 
293,426 SUNDAY 
Y THE BRANHAM COMPANY 


‘4 

—__— a 
ae | 
if i — = 
ad , il ————— 
Di | 
8 ll TWAar’ | 
a i % | Wie. god. asspapens 
: a ‘hy il il wn, aia ee ls ‘es - they ane read. by 
2m iy | | : Pad 
4 a | 

| GY to 

a WW set detig spect 
6) a Ht produces sales 
«sl | = | 
ee: ~The Wall Street Journal“ T_—CSOsé< Che Courier | 
oe Ome TY THE LOUISVILLE TIMES | 
ots , | 


Advertising Age, July 14, 1952 


torium to watch Ed and a couple|and have never had such a depart- 


of Lincolns. Five thousand more|ment or subsidiary. Thirdly, we do) 


couldn't find seats. . .” |almost no institutional advertising 
Since when was the Will Rogers|and you list a total of $358,719 
Auditorium moved to Houston???} I realize you get these figures 
We'uns in “Where the West Be-|from the Bureau of Advertising 
gins—Fort Worth” hate to have the|and I am sending them a copy of 
Will Rogers Auditorium moved to|this letter. I am sure you will un- 
Houston. Even for Showman /derstand that this is sent in the in- 
“Stony Ed.” 


JEROME S. Harpy, 
Director of Advertising, Dou- 
bleday & Co., New York. 


Holmes & Associates) handled the | 
publicity for this show and really | 
passed out the FREE tickets. What 


|terest of greater accuracy in re-| 
Point 2: A local agency (Jack | porting these figures in the future 


| Lesson on Ad Philosophy | 

To the Editor: Congratulations 
on the contribution to advertising 
| biography as given in the June 9) 
issue of ADVERTISING AGE. That! 
article on Albert Lasker not only | 
is good business literature, but al-| 
so a lesson on advertising philos-| 
ophy. 


1952 Survey of the Vending Industry 
16 Pages of Valuable, Factual Data Covering: 


@ 54485 STATIENICS SY PROOUCT © MARKETING PeacTICES 
SOPERATING METHODS © 1969-505! COmPanIONS 
SCUTG FORECASTS SORRANS PREFERENCES 
Get the complete accurate picture of the vending indus 


FRANK THAYER, 
Professor of Journalism, Uni- | 
versity of Wisconsin, Madison, 
Wis. 


The Billboerd Publishing Company 


did the Fort Worthians have to 
lose? (With no apologies to the 
FREE use as the book clubs would | 
employ.) A good promotion job) 
all the way! | 

Point 3: “Stony Ed” was as im-| 
pressive as the statue of General 
Grant. Pardon, that should read as | 
expressive as a statue of Jeff) 
Davis on a horse. A local style 
show, held in conjunction with the | 
Lincoln and Mercury cars, stole the | 
show. 

Point 4 (not ECA): “Stony Ed”) 
shouldn't complain. Awards are a 
dime a hundred. And “sticks and 
stones” will never break his bones 
—or wallet. If I recall correctly, 
Ed used to write a chit chat col- 
umn out of New York or Holly- 
wood about the Hollywood or New 
York squares (we're “rounders” in 
Texas), and I’m sure he made a) 
mistake or two on places, events, 
dates, etc. Moral: if the shoe fits, 
wear it. Also, celebrities normally 
get used to being racked occasion- 
ally. 

Aw, shucks. I’m jealous, that’s 
all. Nobody picks on me like they 
do The Eye and Ear Man or “Stony 
Ed.” 

BILt SEAarRs, 

Advertising Manager, South- 

ern Florist and Nurseryman, 

Fort Worth. 


Grateful for a Breeze | 
To the Editor: The Creative 
Man’s June 23 Corner, concerning | 
the Levy's bread advertisement, 
was a wonderfully fresh breeze | 
blowing through the smog of sur-| 
veys and statistics and what passes 
for science on Madison Ave. Per- 
haps some day there'll come a 
Big Wind, but in the meantime 
I'm grateful for breezes. Thanks. 

Ep ZeErn, 

New York 


Agrees with Woolf That 
Good Ideas Keep Popping 

To the Editor: If only James 
Woolf's article in ADVERTISING AGE 
of June 9, “It Takes a Long Time 
for a Bona Fide Idea-Man to Fade 
Away,” were on one page, I would 
put it in a frame and hang it in a 
prominent place in my office. 

I happen to see a lot of Graham 
Patterson and I know whereof 
Mr. Woolf speaks when he refers 
to him as a “ball of fire.” I know 
other men of Graham's chronologi- 
cal years who are applying them- 
selves indefatigably to producing 
outstanding ideas and copy day 
after day. One, for instance, is dear 
old Charlie Blum, who is 71 years 
old and who this year is celebrat- 
ing his 45th anniversary in the op- 
eration of his own agency here. He 
has been at advertising since 1899 
and is still going strong. 

Mr. Woolf deserves a five-fin- 
gered palm for his thought-pro- 
voking piece. 


WILLIAM BOLTON, 
Philadelphia. 


e a e | 

Corrects Doubleday Figures | 
To the Editor: On Page 62 of the | 
June 23 issue, you give a break- | 
down of Doubleday & Co.'s adver- 
tising expenditure for 1951. There | 
are certain things about it that| 
puzzle me. 
For example, the proper figure | 
for Doubleday Books is something | 
nearer $300,000 than it is to $4,145. | 
Secondly, we do not own anything | 
called the Doubleday-Doran Club | 


Consolidated Enamel Papers 
cut printing costs 


for The Parker Pen Company 


Whether it’s for a man in the service or 
almost anyone else, there’s probably no more 
welcome gift than a Parker “51”. Highest 
standards of quality and craftsmanship have 
made it “the world’s most-wanted pen.” 


Quite naturally, these same high standards 
demand the finest in full-color ad reprints 
and other sales materials used in Parker's 
extensive merchandising programs. Cost must 
necessarily be secondary. Yet, Parker specifies 
Consolidated Enamel Papers at savings that 
average 15 to 25°) below the cost of old style 
premium-priced enamel papers. 


The reason is simple. Parker has learned 
that the old rule of “getting just what you 
pay for” no longer applies to enamel printing 
papers. If you want to see why, we'll be 
glad to send trial sheets to your printer for 
comparison with any enamel paper at any price. 


Finest enamel paper quality at lower cost 

a is the direct result of the enameling 
method which Consolidated fno- 
neered. Operating as a part of the 
papermaking machine, it elim- 
inates many costly steps still re- 
quired by other paper makers and 
produces highest quality paper, 

\ simultaneously enameled on both 


sides, ina single high-speed operation. 


Production Gloss + Modern Gloss + Flash Gloss 

CONSOLIDATED WATER POWER & PAPER COMPANY + Makers of Consoweld 

plastic surfacing and industrial laminates * Main Offices Wisconsin Rapids, Wis 
Sales Offices: 135 So. LaSalle St., Chicago 3, iff 
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Variations in Unit Ad 
Costs for Cars Shown 


(Continued from Page |} three-year period have dropped 
dealer help materia company from $9.61 to $6.28. Chevrolet has 
published consumer magazines, dropped its cost from $7.79 to 
etc Figure for these expendi- $5.45. Plymouth has stayed re- 
ture which vary considerably markably level—moving only from 
from one automobile to another, $8.19 in 1949 to $8.08 in 1950 and 
ire not available $4.09 in 1951. But unit ad costs 

on DeSoto have moved from $23.68 
® But the published advertising in 1949 to $35 15 in 1951, on Dodge 
expenditure . leveloped by from $11.17 to $16.86, _and on | 
Publisher Informatior Bureau Chrysler from $17.20 to $22.66 

the Bureau of Advertising, 

pt le an interesting clue to the @ Buick moved from $25.60 in 
che iriations which exist in the 1949 to $26.11 in 1951, after a 
per i expenditure ind to the sharp drop in 1950 to $19.84. The 
trend which has been apparent in Oldsmobile figure was $14.92 per 
the past three year car in 1949, only $12.94 in 1950, 
The progressive disappearance but $16.99 last year Pontiac also 
f the terrific sellers’ market for reversed the trend in the above- 
sutommobiles is evidenced by the lowest-price field, with a 1949] 
fact it in all but the lowest figure of $11.53, a 1950 record of 
price field, the idvertising cost $9.48, and a 1951 cost of $10.30 
per car sold has gone steadily up Kaiser cost in 1949 was $28.54, 
from 1949 to 1951. This is gen- and in 1951 $44.42, although it 
erally true with one notable ex- dropped sharply to $14.97 in 1950, 
ception Cadillac—in which the when sales hit more than 85,000 
advertising cost per car sold has units. Henry J expenditures in 
~ one down steadily, from $32.49 in 1950, when the car was intro- 
1949 to $28.17 in 1950 to $23.53 in duced, were out of line at $23.70 
9 per car, and last year dropped 


} i advertising cost in the back to $14.59 


pone 


_ Automobile Advertising Costs: 1949-51 


Showing the Relationship of National Advertising Expenditures to 
Auto Sales (registrations) for 20 Makes of Cars 
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egistrations 
4 expenditure 
tar cost 


$2,245 066 
$17.20 


$2,838,923 
$18.76 


$3,389,181 
$22.66 
112,643 


103,311 115.023 


$2,459,169 
$21 4% 


jegistrations 


gisty ations 
cost 
527.915 


$4,325,797 
$8.19 


§ expenditures 

er car cost 

0 GROUP 

4 

806, 766 

f expenditures $7 756.374 
car cost $961 


Jegistrations 


862,309 
$10,154,801 $5,422,391 
$8.78 $6.28 


37.691 
$2,445. 845 
»4 


25,816 
$1,823,434 
$70.60 


jegiitrations 
d expenditures 
tar 


318.217 
$5,605,011 
$1761 


$824 $20.40 

GENERAL MOTORS GROUP 
Bur 

Reyistrat 372.425 535.807 392,285 

Ad expenditu $9,537,791 $10.633.125 $10,256. 584 

Pe ry t 25.60 $19.84 $26.11 
Cadiila 

Reg aty 80 880 101.825 97.093 

Ad ve wre $2,627 168 2.868.139 $2. 396.919 

Per ca t $32 49 $28.17 23.63 
Ler tet 

Registra 1.031.466 1.420, 399 1.067.042 

Ad expenditures $8,040,215 $9.257.631 $5,819,786 

Per car cost $7.79 $6.52 $ 
Oldsmobile 

Registrations 269,351 372.519 273.472 

Ad expenditure $4,019 8% $4.819.568 $4.547.175 

Pe ’ t $14.92 $12.94 $16 
Pontiac 

Registrat 321.033 440.528 337,821 

Ad expenditure $3,802 410 $4.174.114 $3,510,572 

Per car cost $i 53 $9 48 $10.30 


KAISER FRAZER 
fazer 


move 


Registrations 15,827 ll —_—_— 

Ad expenditure $755,585 $424 Red -_ 

Per car cost $47.74 $35.75 _—_ 
Kay 

‘Res strat 57.995 85.832 52.286 

Ad expenditure $1654.29 $1,284 890 $2,322,715 

Per car cost 283.54 $14.97 yaaa 
Henry J 

"Ne strations 14.339 51.372 

Ad expenditures —— $339.893 763.126 

Per car cost a $23.7 $14.59 
INDEPENDENT MAKES 
Mudson 

Registrations 137.907 134,219 96 

Ad expenditures $3,727,031 $3.255.884 $3.104.020 

Per car cost $27.02 $24 26 $32 
Nash 

Regist) ations 135, 328 175,722 140.035 

Ad expenditures $2.913.723 $3,409.164 $3.443,243 

Per car cost $2153 $19.40 $24.58 
Packard 

Registrations 7.771 73.155 66 

Ad expenditures $3,052 409 $2.214.628 $3,106. 355 

Per car cost $31.20 $30.27 saa 
Studebdater 

Registrations 199.460 268.229 514 

Ad expenditures $3.530.250 $3577 067 $3,273,884 

Per car cost $12.68 $13.6 $15.92 
Wiltys- Overland and Jeep cars 

Registration 28.576 33.926 26,089 

Ad expenditures $1,892 460 $861,510 $1,113,680 

Per car cost $66.22 25.39 $2.74 


~Besed on (1) Automotive News 1952 Almanac registration figures, (2) Bureau of Advertising figures 
om newspaper and Sunday section ad investments, and (5) Leading National Advertisers ad data for 
magarioes, radeo TV and farm magazines 


Hudson solid cars at a unit ad 
cost of $27.02 in 1949 and was 
spending $32.05 last year, after a 
characteristic dip in cost, experi- 
enced by many other auto mak- 
ers, in 1950. The same was true 


of Nash ($21.53 in 1949 and $24.58 


in 1951), and of Packard ($31.20 
in 1949 and $4409 last year) 
Studebaker moved up steadily 
from $12.68 in 1949 to $15.92 last 
year, while Willys splurged with 
$66.22 per car in 1949, dipped to 
$25.39 in 1950, ar moved up to 
$42.74 in 1951 

}@ In 1951 Chevrolet led all other 
|} makes in new car registrations as 
}it had the previous year and in 
1949. Ford, Plymouth, Buick and 
|Pontiac followed in that order, 


| holding the same position as in the 
| past two years 
However, Buick continued to be 
jthe biggest advertiser over the 
}same period of time. Last year 
| $10,256,584 was spent in major me- 
|dia on Buick—nearly double the 
|amount spent on any other car 

Chevrolet moved back into sec- 
ond place as an advertiser, with 
Ford back down in third position, 
jas they had been in 1949 

Both Ford and Chevrolet had cut 
back their advertising expendi- 
tures in 1951 from 1950, Ford near- 
ly by half and Chevrolet by a slice 
lof $3,437,645. Buick had reduced 
its spending by a comparatively 
small amount, $376,541 


}@ Of the 20 makes covered in the 
appended chart, 10 raised their ad- 
vertising in 1950 over 1949 and cut 
them back slightly for 1951. 

Four cars—Chrysler, DeSoto, 
| Dodge and Nash—have consistent- 
ly raised their budgets in the 1949- 
51 period. It is interesting to note 
that, while two of these moved up 
in position for registration, two re- 
mained approximately in the same 
position. Chrysler shifted from 
12th place in 1949 to 11th in 1950 
and 10th in 1951. DeSoto was 13th 
in 1949-50 and moved up to 12th 
in 1951. Nash seesawed from 11th 

to 10th to 11th from 1949 to 1951. 
Dodge reversed this erratic pat-| 
tern to drop to eighth place in 1950) 
from sixth in 1949 and then moved | 
back up to sixth in 1951 


® All four have moved up the lad-! 
der as spenders, however. Chrysler 
has shot from 16th in 1949 to llth 
in 1951, touching 13th in 1950.| 
Nash stepped up from 12th in 1949 
to 10th in 1950-51. DeSoto has 
bounced up from 15th to 14th to 
eighth in 1951 and Dodge has 
climbed up through sixth in 1950 
from 10th in 1949 to reach fourth 
place in 1951 

Lincoln has consistently cut its 
budget during the 1949-51 period 
and simultaneously has dropped 
from 17th in registrations during 
1949-51 to the bottom of the ladder 
in 19th place in 1951. As a spend- 
er it has dropped from 14th to 16th 
to 17th 

Hudson, which also has been 
cutting down its advertising, shows 
the same interesting drop. Regis- 
trations have gone from 10th to 


12th to 14th. Position as spender 
has changed from seventh to 11th 
to 14th 


® The Kaiser and Willys-Overland 
passenger cars and jeep cars cut 
advertising in 1950 but raised it in 
1951. They have maintained their 
same positions, more or on 
the scale. Kaiser has moved from 
16th to 15th and back to 16th in 
registrations and from 18th to 17th 
to 16th in advertising expenditures 
Willys holds 18th place in registra- 
tions and has moved from 17th in 
1949 as advertiser to 18th in 1950- 
51 

Taking registration figures from 
the Automotive News Almanac 
for 1952 and ad expenditure fig- 
ures from the Bureau of Advertis- 
ing and Leading National Adver- 
tisers provides some interesting 
comparisons of what companies 
spend in advertising for each car 


less, 


Advertising Age, July 14, 1952 


COFFEE BREAK-—Cunninghom & Walsh has a coffee break every morning for all 


office personnel and any visitors who may 
at a client conference ore 


be in the office at the time. Shown here 


left to right) Charles Straus, account executive; Robert 


Newell, agency v.p.; J. Leo Dowd, advertising manager of tiolmes & Edwards di 
vision of International Silver Co.; John P. Cunningham, executive v.p; and Russel 
Jones, account executive 


Nielsen Network Coverage Data Ready 
Aug. 15; Station Material Will Follow 


Cuicaco, July 9—A new set of, 
coverage figures on networks— 
both radio and TV—will be availa- 
ble Aug. 15. Coverage data on indi- 
vidual stations will follow along 
early in the fall. 

The data will come from the 
new Nielsen Coverage Service, de- 
signed to replace (and improve on) 
the Broadcast Measurement Bu- 
reau studies of 1946 and 1949. The 
announcement of timing was made 
here yesterday by A. C. Nielsen, 
head of the Nielsen organization 

In an hour and a half exposition 


of what the service is, how it 
operates and what it costs, Mr 
Nielsen told advertisers, agencies 


and broadcast executives what he 
had previously told similar meet- 
ings in New York—that Nielsen 
Coverage Service will replace 
BMB and do a better job at lower 
cost. 


& Basically, as was true with BMB, 
the new Nielsen service will at- 


}tempt to define the size of the 


listening audience for each AM 
and TV station. It will show the 
weekly audience, expressed in 


number of homes and per cent of 
homes, listening to each station, 
with separate day and night fig- 
ures. It will also show: 

Frequency of listening—those 
who listen to a station six or seven 
times a week; three, four or five 
times a week; and once or twice a 
week... 


Radio homes and TV homes in 
the station area—both in actual 
number and as a per cent of all 
homes. . . 

The monthly audience for each 
competing AM and TV station in 
the station's area. 


® These data and some additional 
material (including a sales promo- 
tion manual) will be supplied to 
all subscribing stations who pur- 
chase the “basic” service. A “com- 
prehensive” service is also availa- 
ble which includes the basic data 
and refinements such figures 
on the average audience day by 
day; economic, family-size and 
other characteristics of the station 
audience; out-of-home listening or 
viewing, etc 

The service is being sold to net- 
works, individual stations and to 
advertisers and agencies. The net- 
work data has been purchased by 


as 


National Broadcasting Co. Mr 
Nielsen reported, and must be 
available to them by Aug. 15 to 


avoid a penalty clause in the con- 
tract. Columbia has committed it- 
self to another service, but may 
still purchase the Nielsen Coverage 
Service, Mr. Nielsen said. Ameri- 
can Broadcasting Co. and Mutual 
apparently will not be included in 
the network purchase roster 


s As for individual station data, 
Mr. Nielsen revealed that his com- 
pany is now guaranteeing to sup- 
ply data on 500 station subscribers 
as a minimum, and it is hoped that 
the total will considerably exceed 
this number. Asked how many had 


already been sold, Mr. Nielsen said 
that selling has just begun, and it 
is too early to report actual figures 

While networks and station 
prices are fixed, rates for adver- 
tisers and agencies will not be an- 
nounced for “a couple of weeks,” 
he said. They will be based on 
billings or expenditures in radio 
and TV, and will be modest, he 
said—“a matter of very few thou- 
sand dollars.” 

To find out what stations people 
listen to or watch, and how fre- 
quently, Nielsen has covered about 
100,000 homes in every county in 
the U.S. About 90% of the homes 
were covered by personal inter- 
view; the remaining 10%, princi- 
pally in isolated areas, were 
reached by mail. As a check on the 
accuracy of responses, the Nielsen 
organization has determined the 
normal error of recall by inter- 
viewing homes where listening is 
recorded automatically on the Au- 
dimeter. The pattern thus devel- 
oped is used as a check upon re- 
sponses secured by mail and per- 
sonal interview 


@ The Nielsen data 
will show individual figures on 
550 counties which contain more 
than 10,000 homes each. The re- 
maining 2,522 counties in the na- 
tion will be grouped into “clusters” 
of adjacent counties (two or three 
to a cluster) in which there is an 


on coverage 


average of about 12,500 homes 
Thus, the complete report will 
provide detailed data on 1,500 
areas, of which 550 will be in- 
dividual counties and 950 will be 
‘clusters” of adjacent counties 
Field work was conducted in 
the spring of this vear, and the 


resulting mass of data is now be- 
ing analyzed and computed 

The Nielsen organization plans 
to conduct similar surveys either 
yearly or every other year, de- 
pending on the response from po- 
tential supporters 

Emphasizing the fact that his 
organization the “largest re- 
search organization in the world,” 
with over 2,000 full-time employes, 
including 500 field men, Mr. Niel- 
sen pointed out that the company 
has invested almost $9,000,000 in 
developing radio and_ television 
research 


1s 


Three Name Darwin Adams 


Darwin J. Adams & Associates 
New York publishers’ representa- 
tive, has been named to represent 
the following publications in the 
New York territory: What's Neu 
in Television, Parks Publishing Co 
Chicago; Film News, Fairlee Enter- 
prises Inc., New York, and Master 
Plumber & Heating Contractor 
Master Plumber, Brooklyn 


Stahl-Meyer Names Harris 
Robert Harris, formerly with 
Hess-Taylor Inc., has joined Stahl- 
Meyer Inc., New York meat proc- 
essor, as advertising manager. He 
succeeds A. B. Crampton, who has 
joined one of the Stahl-Meyer 


agencies, Dowd, Redfield & John- 
stone, New York, as an account ex- 
ecutive 
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Photograph by Witham S. Kose 


, . 
Reapers of Apvertisine AGE are behind the advertising scene. They are familiar with the 
mysteries of copy, laveut, art and space-buying. They wateh national advertisements 


being born. But only a comparative few know exactly how final art and type is transformed into a printed advertisement, 


Phe production man is told. “Its okay to order engravings”. Often a tough four-letter word is added: “Rush!” @ To the men who produce fine 
| | 


engravings there can be no such word as “rush”. Rach engraving is. in its way. a work of art. like the creation of jewelry from a sketeh 


The word “reproduction” is misleading beeause it implies that mechanical processes are used to produce fine photoengravings. The photoengravet 
| | | | | I £ 


instead must use the skill of eve and hand to capture. first on film and then on metal. the details of the artist's copy. The eteher, 


for example. works with the copy before him and seans the plate, dot by dot. te assure the fidelity 


of the pattern that will be printed. This work cannot be rushed. It ean be done. 


or not done, and fine reproduction requires that it must be done hour after hour 


COLLINS, 


Our color movie, “THe Prove ne’s 
and sometimes day after day. @ Many of the most impressive and successful MILLER & re Taine is a Holly wood 
HUTCHING production by Raphael Wolff that 


advertisements published in recent years were printed from engravings Ne engraving. Arrange nox 
. . 

early showing 

made in our plant, not by machinery. but by the hard-earned skill of craftsmen 


who are men behind the men behind the advertising scene 


froaricat tintat hata tag ing 7 lant 


take syou behind the wenesol photo 
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Information for Advertisers 


No. 4396. Radio Data for Youngs- 
town 

“In the 30th Market” is 4 new 
data brochure offered by Station 
WKBN, giving comparative facts 
about listening audiences and 
Hooperatings in the Youngstown, 
Ohio, market. Quick facts on pop- 
ulation, retail sales, effective buy- 
ing income, etc , round out the pic- 
ture 
No. 4309. Impact of Oi! on Okla- 
homa's Econor 

“They Make Millions by Going 
in the Hole” is w brochure of- 
fered by Ok! 
telling of the 


“ 


ane 
ahoma Publishing Co., 
impact of oil royal- 
ties, lease money, and payrolis on 
the economy of the state. There 
are over 58,000 producing wells in 
Oklahoma’, and they're still drill- 
ing 


No. 4395. Analysis of Home Baking 

Practices. 

How does Gold Medal stack up 
against Pillsbury, is Swan's Down 
still No. 1, where does Betty 
Crocker cake mix stand vs. Dun- 
ear Hines’ Answers to these and 
Mores of related questions are 

nd in Household’s new report, 
te Ingredients and Brands 
din Baking Breads and Pas- 


tte 


” 


‘No. 


No. 4390 
Figures 
“1952 Circulation Analysis” is a 
new book offered by the Philadel- 
phia Inquirer, studying its daily 
and Sunday coverage by counties 
and towns in the states of Penn- 
sylvania, New Jersey, Delaware 
and Maryland. Maps and brief eco- 
nomic data round out the picture. 


Philadelphia Circulation 


No, 4392. Study of Amarillo Mar- 
ket. 

The Amarillo News & Globe- 
Times offers a new media-and- 
market file folder, “A Brand-Con- 


scious Market,” covering popula- 


tion, income, retail sales, auto reg- 
istrations, with special sheets on 
home building, drug sales, auto 


purchases, etc. Drug purchases per 
family, for example, are $143 per 
annum against the national aver- 
age of $83. 
4397. Canadian 

Map. 

Weekend offers a new market- 
ing map of Canada, showing its 
English-speaking family coverage 
by counties throughout the Domin- 
ion. Retail sales data and circula- 
tion figures are broken down by 
counties. Weekend's circulation is 
now over 950,000 


Exete Inquiries for the items listed above will not be serviced beyond Aug. 75 


USE COUPON TO OBTAIN INFORMATION 


0 E. Illinois St., Chicago 11, Nl 


please print or type) 


eaders Service Dept., ADVERTISING AcE 


lease send me the following (insert number of each item wanted 


| 
Marketing | 
| 209 S. State St 


THE ADVERTISING MARKET PLACE 


Retes: 90¢ per line 


Der line. Add two 
Preceding publicati.« 


minimum charge $3.60. Cash with order. Pigure all cap 
fines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


nes for box number. Deadline Wednesday noon 12 days 
date. Display classified takes card rate of $12.00 per 


column inch. Reguler card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


ART DIRECTOR ix fered exceptional 
opportunity in 20 ye established and 
growing Texas agen He must make 
layouts that sing for p« dlical, newspaper 
snd outdoor media will have a large 
smount of personal jom and is ex- 
pected to run his de ment and work 
closely with account executives at all 


stages of creative plar It is the policy 


of this agency to use s 


« 


there are only two p ction artists on 
the staff. The man we are seeking will 
have an important interesting job 
Write fully and sub: samples. Evans 

Associates, Dan W oner Bidg., Fort 


Worth 2, Texas 


FRED J. MASTERSON 
ADVERTISING PUBLISHING 
All types of positions f en and women 
185 N. Wa\ash Fr 20115 
MAN OR WOMAN ADVERTISING 
MANAGER FORK QUALITY 
DEPARTMENT STORE 


Must be experienced hi ndling newspaper 
copy-writing and dire by mail promo 
tions, having initiative d creative ideas 
Position Southwestern city. State qualifi 
cations, education, er yrnent and er 
sonal history, age, sal und when avail 

able. Address Box 5179 ADVERTISING 
Age, 200 E. Illinois St, Chicago 11, Ill 


ADVERTISING UBLISHING 
FOR ALL TYPES OF POSITIONS 
GEO rm? PLACEMENTS 
‘ 2063 Chicago | 


Advertising and Sales 
experienced packaged « 


rods strong on 


creative idea development Needed by 
Midwest manufacturer of famous brand 
products nationally distributed through 
drug, variety, dept. stores frite com- 
plete information, age. experience, salary 
required 
Box 5176, ADVERTISING AGE 
801 Second Ave., New York 17, N.Y 
MOLENE 
PERSONNEL SERVICE 
Copywriters 
Editorial Artists 


Promot 


BANKERS BLDG ‘ANDOVER S 44c4) 
INDUSTRIOUS AND INTELL 


as 
sistant to work in sales adver- 
tising departments natio pa 
per products manufacturer Must. be good | 
letter writer Write f details about ex- 
perience, salary desired. references 
Box 5178, ADVERTISING AGE 
801 Second Ave., New York 17, N. ¥ 


YOUNG MALE EDITOR for two corpora 


tion publications. Lo« n midwest com- 


WAT AGENCY peat THis TRAM? 


JUNT EXECUTIV th 12 year expert 
Industrial in Bn accounts Wrives 
copy he car om mee accounts to more 


them pay sala age 
PrROD« NON MANAGER with 16 years agency 
experience and media buyer 
are of age 

of Chicago 
immediate 


Advertising Age 
200 F filinets St Chieage tt. ti 


in Famous... 


ATLANTIC CITY 


with its 
18,000,000 
ANNUAL 
VISITORS 


SALES PROMOTION EXECUTIVE 
SEEKS CHALLENGING OPPORTUNITY 
Top Might Organieer 
Administrator AND Producer 


Creative Merchandiser 14 years agency 
manufacturing backerd mer and 
industrial. Market, product analysis. Adv 
campaigns Dealer, jobber promo Age 36 


Box 194. ADVERTISING AGE 
200 BE liline Chicago 11, Il 


vis St 


OBSCURE SPECIALIST 
GETS JOB OFFERS 


Thus little story has to be told in gen 
eral terms to preserve confidential in 
formation, but its moral may prove 
rofitable to vou \ man with certam 
lughly specialized qualifications of lim 
ited appheallity wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the re 
sult of a $20 ad here in these classified 
columns of ADVERTISING AGE, he 
got tw offers from agencies-——one at 
SY.000 from a small ageney, another at 
S1LO000 trom a tne ageney miahty 
fine dividends from a $20 investment 
Maybe this wall suggest something to 
you—who know 


fnly familiar 
Especially strong in administration, 
merchandising, point - of - purchase 
promotion 

Seeking New York 
Salary $12,500. 


City location. 


¢ Now working. Can be available in 
60 days. 
Box 196, Advertising Age 
801 Second Ave., New York 17, N. Y. 


Chicago 


which means 


;on 


| Now employed in Detroit. 


PRODUCTION MAN 
Long -established fast-growing Chicago | 
agency needs man thoroughly acquainted 
with all mechanical production processes 
to take complete charge. Unusual oppor- 


tunity for a capable, quality-minded as- 
sistant to move up. Write fully. (Our/ 
staff knows about this ad.) 

Box 5180, ADVERTISING AGE, 

200 E. lilinois St., Chicago 11, Ill. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publish- 
ing. Office and professional 
Central 6-3178 6 W. Adams Street 


CREATIVE COPY MAN 


— growing 4A agency in pleasant 
S.C. town of 70,000 wants good creative 
copy man. Should have minimum of 5 


years experience and good reason for lo- 


cating permanently in this area. Create 
copy and plans for Consumer and Indus- 
trial accounts. Some assist on client con- 


$6000 to right man. Send 
complete Henderson Advertis- 
ing Agency s.c 
POSITIONS WANTED 

CAPABLE WOMAN EXECUTIVE, former- 
ly secretary, assistant to account execu- 
tive, presently media director-office man- 
ager, desires responsible position with ag- 
gressive Chicago agency placing premium 
initiative, intelligence and expericne 
Vivian Bon Jour, Fairfax 4-0200 evenings 


tact. Will pay 
resume to 


Greenville, 


Advertising Age, July 14, 1952 


SALES 
EXECUTIVE 


} 
| our client, located in a pleasant town 
} 


in northern Indiana, is looking for a 
| =n to take some of the load off his 
shoulders. The man he wants must be 
| experienced in selling by mail. He 
must direct the correspondents to get 
| better results by turnin yy let- 
ters into sales letters. fie must a 
good sales promotion man—and, i 
| all, he must have selling and promo- 
| tion ideas and be able to express them 
|in result getting language. A know!l- 
edge of advertising—possibly agency 
experience—would make him still more 
desirable. Since he will operate as the 
client’s right hand, he should be of 
executive calibre. And because he'll 
have to win the cooperation of his 
fellow workers he must have the kind 
of personality that wins loyalty and 
respect from subordinates to make 
| good. Age? Young enough to have a 
number of useful, profitable years 
ahead of him. Old enough to have 
acquired the necessary background. 
If you think you “measure up,” write 
us fully. Please don’t phone or drop in. 
Appointments later. First, a letter tell- 
ing your experiences. 
J. B. Morrissey 
Paul Grant, Advertising 
520 N. Michigan Avenue, Chicago 


| FREE LANCE WRITING ASSIGNMENTS 
competently handled through mail; satis- 
faction or no pay; articles, ads, booklets, 
mail campaigns. Write Walter Hicks, c/o 
Burke 317 W. Hubbard, Chicago. 


ADVERTISING SALES: Successful pub- 
lisher’s rep seeks more lucrative position 
in magazine, newspaper or radio sales 
Wide acquain- 
tance in advertising-public relations fields 
here and midwest. Age 36, married. Prefer 
Detroit, but will consider West Coast. 

Box 5177, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


MARKET RESEARCH ANALYST 
Top notch man available, one who knows 


the field from A-Z; full time or on con- 


| sultant or fee basis 


| tively 


munity Applicant eeds grounding in 
merchandising and journalism, lively dis- 
position, plenty of imagination. If you} 
don't enjoy reading Time and New 
Yorker, no need to apy Provide refer 
ences, resume and salu needs in first 
| letter 
Box 5173. ADVERTISING AGE 
200 E. Illinois St., Chicago 11, 1 
Desires permanency with new 
company going >laces. 
¢ 15 years in Packaged Food, Beer 
Soft-drink fields 
¢ Now directing $1,500,000 media, sales 
promotion and merchandising budget 
¢ Thorou with all media 


Box 5168, ADVERTISING = 


801 Second Ave., New York 17, Y. 


BUSINESS OPPORTUNITIES 
ILL BUY YOUR TRADE PAPER 
Individual will pay cash or cash plus 
secured balance for trade paper. National 
or regional circulation. Negotiations posi- 
confidential 

Box 5181, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


BUSINESS PAPER 
ADVERTISING SALESMAN 


Top notch d 
with excellent record - per- 
sonal selling and publication 
management in trade paper field 
seeks Chicago area assignment. 
Accusiomed to selling top man- 
agement. Income $15,000-20,000 
for last ten years. 
BOX 190, ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Ill. 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


or life size. Signs, 


rubber, plastic, 


displays, trademarks 
reproduced in three dimensions of rigid 
papier-mache. 
complete design and model service. 


DAIRY SPECIALTIES 


Cows, cones, sundaes, giant bottles, many 
stock items sculptured in miniature, giant 


Use our 


CANTON, OHIO 


SN 
SX. XEE'EG 


OUTDOOR ADVERTISING 
PROMOTES CIRCULATION 


for 


TWO GREAT NEWSPAPERS 


“let us Promote your Business” 


advertising 


COPYWRITER 
$7,500 — $15,000 


An aggressive Chicago 
agency that has grown in 
relatively few years to over 
$3,000 in billing is 

ready to make another ad- 

dition to its creative staff 

The man or woman we 

have in mind is preferably 

now employed but is seek- 

ing a more stimulating at- 

mosphere where the ac- 

cent is on ideas and cre- 

ative ability. $15,000 is not 

the ceiling on starting 

earnings if some billing 

follows your move to this agency. If you are 
the person we are seeking you will know 
~ to tell us in a letter. Our staff knows 
his ad. Your reply will be held in strict 
conti@enee Box 201. Advertising Age, 200 
Illinois St., Chicago 11, Il 


WANTED 
INDUSTRIAL ADVERTISING 
COPYWRITER 


Permanent position. Pleasant 
working conditions in air-condi- 
tioned office. Above average em- 
ployee benefits. Interesting variety 
of industrial copy for direct-mail, 
booklets, folders, etc. Salary com- 
mensurate with ability. Phone or 
write for interview, giving full 
resume of experience and quali- 
fications. Send no samples. The 
Girdler Corporation, 224 East 
Broadway, Louisville, Kentucky. 
Wabash 7551, Extension 284. 


NEED SALES 

IN 

SOUTHEAST? 

|| Young, aggressive salesman, 

|] with proven performance record, 

desires to develop sales for es- 

| tablished publisher or manufac- 
turer in Florida & Southeast. 

Best references. Financially res. 

Box 195, Advertising Age 

200 E. Illinois St., Chicago 11 

| 

| 

| 


OUTDOOR ADVERTISING MAN 

| Experienced in all phases of outdoor 
| advertising including 8 years Advertising 
| Agency experience. Now employed in 
| Chicago office of National Agency. Salary 
| open for discussion. Prefer Chicago loca- 
| tion. AVAILABLE NOW. Box 202 

\ | ADVERTISING AGE 

| 200 E. Illinois Street Chicago 11, Til. 
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PERHAPS YOU KNOW THE MAN Eastern Representative: 
THIS MAJOR NATIONAL 
MAGAZINE PUBLISHER 

1S SEEKING 

We are looking for a man who can 

direct our school and college program. 


Midwest publisher of engi- 
neering trade papers, with 
existing 6-man office in New 
York, has a spot fe: an experi- 
Perhaps you know the man we want i 
or maybe you are, yourself, that man enced ~ = a whe will 
The job we have in mind is a good e te y be cap wf s 
one. It offers an excellent salary and ine the Office. Home and con- 
opportunities to the man who can take ‘ . 
over and expand an already established tacts in eastern area highly de- 
sirable. Write BOX 197, 


school and college program, who knows 
how to appoint and manage agents 
ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


and salesmen in colleges. Of course 
the man we want must know circula- 
tion, promotion, and the educational 
field. 


Sounds like quite a list of qualifica- 
tions doesn't it? It is, but as we said, 


it is a good job. 
If you know the man we want, write | 


Box 203, Advertising Age 
801 Second Ave. New York 17. N. ¥. || BUSINESS PAPER 

Opening in Chicago office for experienced 
man under 50 to handle two established 
Of interest to a Single Career Woman; business papers in Midwest territory 
I desire the association of a New Idea Copy . ° . 
writer and real Champion of Human Rights Prefer man from Chicago area with busi- 
Unprejudice, free to go any place . s ‘ » 
if yeu want te sce your manne, in the Adver- | "*@ Paper sales experience and agency 
tising Hall of Fame and account contacts. Substantial salary, 

Then Contact one. whose desires are the same 


expenses and bonus. Write giving back- 
ground, recent photograph and references 
to Richard P. Smith, W. R. C. Smith Pub- 
lishing Co., 806 Peachtree St., Atlanta, Ga 


Nothing is too good for our Good American 
Women, so let's be Good-—-by doing Good, For 
God and > Country 

ul Calvin Christian, Dir 
“CHRISTIAN Good-Will Enterprise, 
507 Sth Avenue. New York 17 


21 Gift Makers and 
Drug Wholesalers 
Plan Yule Tie-In 


New York, July 10—Twenty- 
one leading Christmas gift manu- 
facturers in December will join 
with Druggists’ Supply Corp., 
largest drug wholesale group in 
the councry, for a $500,000 two- 
week promotion campaign to make 
the local drug store an_ ideal 
Christmas shopping center 

An intense newspaper and ra- 
dio campaign, placed by Ruthrauff 


AS SEASONED AS AN “OLE VIRGINNY HAM” 


Young Adv. Mgr. (34 yrs.) with solid background in 
food industry plus invaluable experience in Point Of 
Sale, premium and merchandising seeks new connec- 
tion with a broader future: salary . . . not quite in the 
five figures yet, but well worth it. 


Box 193, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIl. 


ADVERTISING MANAGER 


= Pacific Coast corporation selling well-estab- 
lished line through grocery channels desires to fill newly 
created position of advertising manager. The successful 
candidate will probably be between the ages of 25 and 40, 
have a broad and sound hackground of advertising ex- 
perience, possess a flair for merchandising and a talent for 
interpreting his management's thinking to the agency and 
vice versa. He will probably also have been dreaming—on 
his own time, of course—of this job for a long time. Head- 
quarters will be located at Son Francisco. Write full and 
complete particulars accompanied by photograph (snapshot 
will do). Interviews will be arranged with qualified ap- 
plicants. Complete confidence respected. WRITE BOX 198. 
ADVERTISING AGE 
Chicago 11, 


200 E. Illinois St. IHinois 


OFFICIAL NOTICE 


Milwaukee County Park Commission 
ouse — Room 308 
Milwaukee, Wisconsin 


Sealed bids will be received by the Milwaukee County Park 
Commission until 10:00 a.m. Thursday, July 17, 1952, Room 308, 
Courthouse in connection with a scoreboard for the new Stadium 
being erected by the County. 

Those interested may submit bids on any or all of the following 
proposals. 

PROPOSAL Apne yee a scoreboard com ay of onaeee- 
ance with _ and specifications on file at the 
Regional Planning Department, Room 303, cole ‘Mie 
waukee, Wisconsin. 

PROPOSAL 2—Furnishing to Milwaukee County a scoreboard 
complete in accordance with the plans, specifications and condi- 
tions on file at the office of the Regional Planning Department, 
Room 303, Courthouse, Milwaukee, Wisconsin, with the privilege 
of placing advertising thereon. 

PROPOSAL 3—Bids will be accepted stipulating the annual 
rental the bidder will pay for the privilege of advertising for 
a three year period on a eattnead t be built by Milwaukee 
County under Proposal 1. Bidder is to provide his own rd 
and lighting on top of scoreboard. 

PROPOSAL 4—Bids will be accepted from a clock manufac- 
turer or his agent for the right to construct a clock either on 
top the scoreboard or on top an advertising panel placed above 
the scoreboard, contract to run for three years. Bidder is to 
supply clock, supports, mechanism and maintenance. 

Anyone interested in any of these proposals may obtain neces- 

sary plans, specifications, conditions and information at the Mil- 

waukee County Regional Planning Department, Room 303, Mil- 

goed County Courthouse. A deposit of ten ($10) dollars will 
uired for plans and specifications taken from the office. 

Said deposit to be refunded _—_ and specifications are re- 

turned within ten (10) days after bid opening. 

The right is reserved by Milwaukee County Park Commission to 

reject any or all proposals or to accept any proposal deemed 

most advantageous to Milwaukee County. 

MILWAUKEE COUNTY PARK COMMISSION 

Jerome C. Dretzka 

Executive Secretary 


& Ryan, will begin early in De- 
|cember. Theme will be that the 
|drug store carries “gifts galore— 
and a dollar’s worth more.” In- 
cluded in the campaign will be col- 


}or spreads in Parade, This Week 
Magazine and 11 _ independent 
Sunday supplements. Pages will 


be used in 55 daily newspapers 
and spot radio on more than 200 
stations. 


@ “The average drug store carries 
hundreds of items that are suit- 
able for Christmas gifts,” accord- 
ing to J. Wayne Luther, president 
of DDS, which represents 154 
wholesale drug firms. “As sup- 
pliers we are going to sell the pub- 
lic on the convenience to the shop- 
per, the personal services he can 
anticipate and the fact that prices 
are scaled properly.” 

On the local level, display cards 
and window stickers will be dis- 
tributed to all dealers. For shop- 
pers who are unaware of the va- 
riety of Christmas gifts available 
in drug stores, 47,000 gift catalogs 
will be placed on the store coun- 
ters. In addition, 6,000,000 gift 
books will be distributed through 
drug stores by mail or personal 
presentation to customers. Con- 
sumer premiums will also be fea- 
tured. 

Manufacturers co-sponsoring the 
promotion are: 

Ronson Art Metal Works Inc., Bourjois 
Inc., Mennen Co., Eversharp Inc., Rem- 
ington Rand Inc., Amity Leather Products 
Co., American Safety Razor Corp., De 
Vilbiss Co., Tek-Hughes Inc., Hudnut 
Sales Co., United States Time Corp 

Also, Allen B. Wrisley Co., Sylvania 
Electric Products Co., Pro-Phy-Lac-Tic 
Brush Co., John E. Breck Inc., Northam 
Warren Corp., Schnefel Bros. Inc., Knapp- 
Monarch Inc., David Kahn Co., Hank- 
schraft Co. and Wilkes-Barre Hosiery Co. 


Flexees Will Push ‘Value’ 
in Its Fall Advertising 

Fall advertising for Flexees Inc., 
New York girdle, brassiere and 
swimsuit manufacturer, will be 
“one of the most concentrated pro- 
grams in the history of the indus- 
try.” Headlined, “To smart women 
who shop for value,” ads will run 
on a high-frequency basis in 138 
newspapers covering every major 
market, backed by a comprehen- 
sive dealer-aid program. Subways, 
buses, theater and concert pro- 
grams will continue to be used. 

Magazine schedule includes: 
Brides Magazine, Charm, Ebony, 
Glamour, Good Housekeeping, 


Harper’s Bazaar, Holiday, Ladies’ 
Home Journal, Life, Look, Made- 
moiselle, McCall’s, McCall's Pat- 
tern Book, New York Times Maga- 
zine, The New Yorker, True Story, 
Vogue and Woman’s Home Com- 
panion. Thomas & Delehanty, New 
York, is the agency. | 


Foundation Enters TV; 
Plans ‘Omnibus’ on CBS 
“Omnibus,” the first regular | 
telecast produced by the TV-Ra-| 
dio Workshop of the Ford Foun-/| 
dation, New York, will be seen) 
weekly over CBS starting Nov.| 
9 at 4:30 p.m., EST. “The People 
Act,” another foundation produc- 
tion, was broadcast over CBS Ra-| 
dio in the season just ended. The | 
workshop pays the program costs; 
the network donates the time. 
Like all workshop programs, 
“Omnibus”—90 minutes of varied 
dramatic and musical features— 


will be made available for spon- 
sorship. Five advertisers can par- 
ticipate on the weekly telecast. If 
the program is sold, the network 
will receive time payment and the 
Ford Foundation will recoup its 
production costs. 


Joseph Lowes Forms PR Firm 
in New York and Stamford 


Joseph Lowes Jr., formerly di- 
rector of public relations and as- 
Sistant to the board chairman of 
Fairchild Engine & Airplane Corp., 
Hagerstown, Md., has formed a| 
public relations office, Lowes As-| 
sociates, at 148 E. 47th St.. New 
York, and in Stamford, Conn. 

Mr. Lowes was director of ad- 
vertising and publicity for United 
Aircraft Corp., Hartford, before) 
joining Newsweek as circulation 
manager in 1937. He has been on 
the executive staffs of Ruthrauff 
& Ryan and more recently of Cecil 
& Presbrey. 


Coopers Inc. Boosts Miller 

Hugh Miller, Seattle branch 
manager, has been promoted to 
personal assistant to A. R. Kneib- 
ler, v.p. in charge of sales of Coop- 
ers Inc., Kenosha, Wis., maker of 
Jockey underwear. 


Tyler Joins Stevens Agency 

Edwin B. Tyler has joined Her- 
mon W. Stevens Agency, Boston, 
as asistant to the president, M. L. 
Tyler. 


e 
“BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE"’ 


Think this is a silly way to sell a news- 
poper? Well let's see — The iliustration’s 
the lure —The caption'’s the bait —-and 
here's the hook... . 
schedule — You'll find it's a darn good 
newspaper (in fact the only one) 
practically everybody in BAYONNE. 


Put the TIMES on your 


read by 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
WATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


“KWKH 


produces 


phenomenal 


returns” 


Says R. W. HODGE 


¢ Ass'n 


Vice-President, National A 


As a successful aut 


¢ operator, and 


a top official in the NAMA, Mr, 
doubly qualified to discuss KWKH's advertising value 
for member garages in the Louisiana-Arkansas-Texas 
area. Here’s what he recently wrote us: 


*€KWKH’s Louisiana Hayride produced $140,000 in financed 
business for the members of the Shreveport Chapter NAMA 
during the year ended February 1, 1952. This was directly 
traceable to the Hayride since our finance plan was not adver- 
tised in any other way. We cannot say, definiteiy, how much 
cash business the show influenced, but all agree it was 


considerable. 


“This phenomenal return was in addition to the prestige 
value of the advertising. I sincerely believe that KWKH’s 
Louisiana Hayride is the most productive advertising we 


could possibly have bought. 


R. W. Hodge is 


(Signed ) R. W. Hodge”? 


KWKH DAYTIME BMB MAP 
Study No. 2—Spring 1949 


+ Ry 5 BMB circulation is 303,230 families, 
daytime, in 87 Louisiana, Arkansas and Texas counties. 
227,701 of 75.0% of these families are “average daily 
listeners”. 


KW KH 


A Shreveport Times Station 


SHREVEPORT LOUISIANA 


50,000 Watts * CBS Radio 
The Branham Company, Representatives 


Henry Clay, General Manager 
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Like the winner of Golf’s most prized award, 
The U. S. Open Championship Trophy... 


POR STANDS ALONE! 


(e 


Among golfers, the U.S. Open winner is cnnuieg | in his field... 
among advertisers out to sell the male market, SPORT is outstanding in its field! 


. Because SPORT is the only major man’s magazine 
aimed at young men in their late teens and early twen- 
ties (median age 19)... Because SPORT is the only 
national medium for active, young sport participants 

and, editorially, SPORT’s factual, “hero worship” 
approach carries over to give an advertiser's message 
unusual believability. 


SPORT, through the avid cover-to-cover readership of 
more than 2,000,000 monthly readers, provides an 
effective, low-cost means of reaching and selling the 


vital, young-male market—all too often neglected! 


Sport — one of the magazines of the great... 


SPORT- MEN'S GROUP 


SPORT - SAGA - TRUE DETECTIVE - MASTER DETECTIVE 


With a circulation guarantee of 1,350,000 these 
magazines reach men at the lowest cost per 
thousand ever offered for quality magazines! 


... Check the SPORT-MEN’S GROUP! 


idrertising Age, July 14, 1952 


New Buick ‘Skylark’ 
Is Unveiled: It's a 
Copywriter's Delight 


Fiint, Micw., July 8&—Buick 
Motor Division yesterday unveiled 
a new sports convertible called the 
Skylark, whose contributions to 
the automotive business are as yet 
unknown, but whose gifts to the 
copywriters are manifest 

For one thing, the car has 
“Down-swept doors,” “Taper- 
through fenders,” and “Rapier- 
styled sweepspear molding.” 

It has a “new bombsight on the 
front which has been recessed into 
the hood,” and the “trunk lid has 
a faster slope to the rear.” 

Not only that, the convertible 
has “Italian-made wire racing 
wheels,” something missing from 
Buicks since the early "30s 


® Also, a “short saddle belt mold- 
ing runs from the front” of the 
door to the “ventipane post.” 

The interior of the car is re- 
plete with “Helsinki red cowhide 
with narrow vertical pleats”; the 
red carpeting is a special “needle- 
point vulcanized to a sponge rub- 
ber base,” and the “Olympic 
white” exterior contrasts the red 
interior 

And the Skylark is powered by 
the Fireball engine 

The car, while not in the ex- 
perimental class of Buick’s XP- 
300 or GM's LeSabre, is classified 
as an effort to “pre-test public 
acceptance of an American-built 
ultra modern sports car.” 

No advertising is planned, Kud- 
ner Agency says 


Personna Blade Chooses 
‘Keenest' Men in Videc 

As if there weren't enough TV 
awards already, Personna Blade 
Co., New York, has come up with 
another one. After a poll of 350 
newspaper columnists, the com- 
pany has selected four television 
personalities as the “keenest” in 
their field. 

The winners: Arthur Godfrey 
(CBS) emcee; Edward R. Murrow 
(CBS) news analyst; Red Skelton 
(NBC) wit, and Ralph Bellamy 
(CBS) private eye. Murray A 
Kushell, v.p. in charge of adver- 
tising, will present these perform- 
ers with plaques designed in the 
shape of a giant Personna blade 


Shropshire Joins Simoniz 

Robert C. Shropshire, formerly 
sales promotion supervisor of Pep- 
si-Cola Co. of Canada, has joined 
Simoniz Co. Ltd., Toronto, as sales 
manager. He will head up all mar- 
keting activities in Canada 


BILLBOARDS 
THAT WALK, 
TALK 

AND SMILE... 


CONSTANTLY SELLING YOUR PRODUCT! 

@ One Tie or Ten Thousand 

@ Four-in-Hands or Bows 

@ Beautiful Full-Color Reproductions 
Original Designs Trade Marks 
All-Over Patterns or Spot Ads 

A full range of colors, materials and re- 

production processes (including hand 

painting, screen printing, application and 

discharge) 

All ties designed and produced in our 
own plont, to meet your exact specifica- 
tions, to fit your particular purse ond 
purpose. 

A COMPLETE PRICE RANGE 


Phome....Wire.... Write 
FOR FREE DESCRIPTIVE CIRCULAR 


DSAaery Specialties, inc. . 


Seles Frometion Media 


0 MILWAUKEE AVE. CHICAGO 10, ILL. MONROE 6-78) 


Pt aes (a ae et ee > *. *: ae a a oe oe 
Beh te a 
Le = ee z! 
St ay 
wey) : is 
2 ie a 

, : a a 
Sieh ; 
aT ag 
nee 
j ae id iP 

gma . 7 
; . 3 , ’ : j 
Rp ; ‘ 
ot a ; 
eae . A's a 
piesa ¥ 3 
i 4 ee 

. - 7 -_ 

C4 ag : 
Do Fi f ) ocasee oe peehys 7" a eee a! : 
eat Ae » ewewrry TETAS See eeES i ‘ 
ett ; 5 ze . - eg ‘ : 
a ee | ro } ' : 
a * | Ce) | 
mh ; ¥ >) oa ahi f / e 
a ; : \ . b. annseeee nannuh hh DRL 
ea ? . q ma = f j a 
ee . SE \ ow ‘3 ee j 

ost | a <a ! 
Sy a =  ° 4g 
> oh 1 4 a fi ~~ “ae Sa A 
af fg q + a “ Pn % \, i ‘ . UNS 7 
> See \ eee ¥ ares 

30) te ‘, ch “S ~ - e . > y f 

Bs 4 ‘ a a = & CA aa ee ¥ yy 

ae & ~s ’ a iy a 4 . hy ( \ eo % “ * . 

RH: - $< thee » s 3 ‘ nd om { . 

Ma <+ oe uf *~ ir is a” —" ' le, 4 "Gee os fi “ a 
> 4 ao | ‘0 er = -_ i, 2 bo ; 
«5. _ oe = @ ~ . * Boyes 2 [> * A. \ 4h ¢  - . a — 
are —_ ; Ree as . ; |. ae : 24 

a AV, Brusov swtdtes - be ae oe om 
a : tie pe err . ‘ a “a ¢ ai 
a) ees _ ~ 
~ oe i es i) ee. + ; a ’ > =. > i j t nd 
of ' ag tie 8 ‘ o . ns " Ps we by 

oS o . CF and = aia ee aS + % . oe. r. _ ~~? ; aa. 

Ly ee 3 r sy 7 >. 7 ~ ww . y ie - 
ee ene te th thie aan) al OR ey COM eos . 
Pe ek 3. ‘ 4 ny af Wy ay i ‘ <e 4 o “” wt a , }} 7 j 
, i eg . Pe st . * x! |= i 3 
ite - a a * ; eee e+ 4A ’ 7? 
ae . a aa & ae Sts 
ae st S i es df Pe ae » | oe oe ae w * : k are . 
ee ilies pS CS $ P al c ’ < 4 
ae)” popu a . v 2 yt a 7 we . Ag “ta > 
bea a eo “oO. ~ ae  « ha a | ” » = ieee , i 
ae “4 7s i dgetcesttal ~~ ae ae ‘ — pis, er 
=. : ; - ri . ; Be oe ie od - — 4 - ‘ ’ “ © . Karey ers 
Bee a . y J -* - ae ae 
: — apy" . a . wy nd i APNE j r ¥ aig » * 
Peet —— . “SS. .. ne My Se i os 
men Be. Been <a Bi OE et 
we. aS ; ; . X = ' he Re . 4 ad = a a vs 3 o 
Stage ey. om a . - ae By ~i 
hey Ps 29 . * pb i. * ™ : ‘ Se a ti * oe 4 .\\’ ce oe Rind,s 
je ao tae: uh - rf ~™ Mex, oF i +. wei) oda aga 7 * c. 
yt > . a gt ead aie : 
te ~ ‘oe - ; a y ge aa 

ae » ~< > a y =e 

ee . ¥ ae ; ' , ashi eS - =e a 
a kad : : pa >, & —— 

Nea RS p yee 3 a ee ‘d ’ SS ' 

5. ea ° ; 3 4s ure ae ie ae ; * 2 is 

By he i = - a i ‘ 
Od pce Se 

ge ae 2 1 
Cae . a : P 
wo ‘ J J eer i? 

“ay gm’ Ek. 
re 8 ‘ 
pee | 
ee ic 
At ae 
Ue a Pe 
’ & PR Asi ; : “ ‘ ; dete cop 
wv, a . \. . 1 ~ ~ *, 4 i pas leaden TY : a ~ 

#7) Ste DO eae ee imate’ Ae fa -“ me = Sw Boa re 

ae ae . 4 4 ‘* * . . > le 24 $4 — “ * 8V6uEy enue A % 

Ae te; : N oe 

pre tee, ane a 
a ie re d ; ; ' 2 Be eee of ee " eee . re ee ee gi! Se: 


Advertising Age 


Feature Section 


Be Specific, C. M. Says 


Lasker Seeks Definition 


Promised Benefit is No. 1: Woolf 


Coffee Buyers Loyal to Brands 


THE NATIONAL NEWSPAPER OF MARKETING 


The Lasker Story... As He Told It 


Chapter II 
Young Lasker Seeks to Define Advertising 


Last week's instalment of the “Lasker story” told how the advertising 
business was conducted—on a space brokerage basis—when he joined Lord 
& Thomas as a $10-a-week employe in 1898. Here he tells how he sought 
to define advertising, to determine exactly what it was and how it worked, 
and of the difficulties he encountered in his initial search for answers. 


Lord & Thomas did have one man who 
helped out with copy. He would have been 
an able copywriter today. His name was 
Case and he made $30 a week. He worked 
for Lord & Thomas in the mornings and 
they paid him $15 a week, and he worked 
for Montgomery Ward & Co. in the after- 
noons and they paid him $15 a week. The 
only additional thing Case got was that 
Lord & Thomas handled the Hanna 
whisky advertising, and he had the first 
right to all the samples. And he used it! 

Case would help out as best he could. 
But when I asked Case, “What is adver- 
tising?” or I asked anyone else connected 
with the firm, I got a different but mean- 
ingless definition from each one. 


@ In fact I have here, which we un- 
earthed in my vault about two weeks ago, 
an advertisement that Lord & Thomas 
published back in 1901, three years after 
I came with them. The designing depart- 
ment which they had then consisted of 
one artist, Doyle, who got $25 a week. 
The advertisement writing department 
consisted of this man Case, who worked 
half time for $15 a week, and they had 
three printers, but most of their work 
was to set up and arrange the copy that 
the advertisers prepared. 
This was the advertisement 
agency service: 
Advertise Judiciously 
Newspaper—2E . tis 
Advertising. 
Chicago ..... New York 
Have Designing Department—Advertisement 
Writing Department—Printing Department 
and employ experts to facilitate the prompt 


preparation of effective advertising. 
A third of a century of success. 


Now, I asked: “What do they mean by 
‘Advertise Judiciously’?” 

“Why, spend your money carefully, in 
the right papers.” 

And we boasted that we could make up 
the list so well—and our leading man in 
the firm was Mr. Erwin, a fine man, 
whose talent was that he could out-trade 
any publisher in the country. That was 
the boast of the firm. [Mr. Erwin was 
Charles R. Erwin, later one of the foun- 
ders of Erwin, Wasey & Co.] 


to sell 


ws We occupied 10,000 square feet of space, 
of which, and I am not exaggerating, 
4,500 was given over to newspaper check- 
ing, easily. And we boasted of our check- 
ing. But when I asked, “What does ‘Ad- 
vertise Judiciously’ mean?”, why, that 
meant to do judicious advertising. And 
what did it mean to do judicious adver- 
tising? That was to advertise judiciously! 

Well, I turned elsewhere. The other big 
house in the line was N. W. Ayer & Son. 
They were far larger than Lord & Thomas 
in those days. (The greatest remarkable 


Bnd Outdoor Advertising 

Chicago pee 
Have Designing Department, 
Fo te re ae Writing De- 
partment, Printing Depart- 
ment, and employ experts to 
facilitate the prompt preper- 
ation of effective advertising 


A Third of a Century of Success 


mYSTERY—This Lord & Thomas ad, at the 
turn of the century, left Mr. Lasker mys- 
tified. 


thing is that when I started in the line 
the three outstanding houses in the U.S. 
were Ayer, Thompson and Lord & Thomas, 
and they still are there today, showing 
that traditions deep rooted do count.) 
And at that time I suppose that in the 
whole U.S. there may have been 20 or 25 
advertising agencies, not more than that. 
And today there are about 1,700. 


® Well, I turned to Ayer & Son, because 
they had as a slogan, “Keeping Ever- 
lastingly At It Brings Success.” I was a 
young fellow. I had been a newspaper re- 
porter. I had been born and trained with 
an instinct for news and I wanted to 
know why and what it meant, so I could 
learn it. I was serious of purpose. I didn’t 
mean to be smart or fresh. I felt it was 
my right to know. And I met one of 
Ayer’s men. 

“Now,” I said, “here, let me ask you 
this. Supposing I start wrong and I keep 
everlastingly at it. Where is that going to 
get me?” 

“Well,” he said, “what they meant was 
keeping everlastingly at it right would 
achieve success.” 


8 “Well,” I said, “what is right in ad- 
vertising? Can't you define it for me?” 
“Why,” he said, “keeping your name 
before the people.” 
“Well,” I said, “supposing I can’t live 
that long. Supposing I go broke; that I 
can't keep my name before the people. 


There must be something else to this 
thing.” 


= I was making a little speech before the 
Advertising Club of New York a couple of 
weeks ago and just while making it Ayer’s 
slogan of keeping everlastingly at it 
bringing success reminded me of the story 
of the Irishman who was giving a lecture 
against prohibition, and he was saying in 
his speech that his old father had started 
drinking six or eight drinks of hard liquor 
a day at the time he was 14, and that at 
that moment the old man was 92 years 
of age and he ascribed his longevity to 
the fact that he never missed a day taking 
this goodly quantity of whisky. 

A man in the back of the room called 
out and said: “Well, my father started 
drinking in like manner, at the same age, 
and he died at 42. How do you account 
for that?” 

The Irishman instantly replied, “Why, 
he didn’t keep it up long enough.” 

Now, there was another house in the 
line, and though I was young in the busi- 
ness, I could see that they were making 
strides. The house is no longer a factor, 
but they were making strides faster than 
any other house at that time. Their name 


Next week: Mr. Lasker tells how the application of his belief that “ad- 
vertising is news" worked in actual practice in those early days—-how his 
discovery of the power of copy helped him move, in six years, from $10 a 
week to $52,000 a year and a quarter interest in Lord & Thomas. 


The Eye and Ear Department... 


was Charles H. Fuller. They had a few 
years before started the accounts of 
Postum Cereal and Grape-Nuts and they 
financed and backed this plan. They 
started and financed Marshall's Rupture 
Cure, and they were coming along fast. 
So I turned and studied their copy and in 
their copy I saw something that began to 
give me a dream. [The Charles H. Fuller 
Co., a Chicago agency, went out of busi- 
ness shortly before Mr. Lasker made his 
talk in 1925.) 


® They ran copy that looked exactly like 
reading matter of the newspaper, in the 
type of the newspaper, and they told the 
story as a trained reporter would tell it, 
just as I had been trained before I came 
with Lord & Thomas. 

Then I understood. I saw they + 
publishing the news about their cli 4 
products. In those days they had no lifmi- 
tation on facts—they could put anything 
in as news they wanted—but they “— 
tell the story of someone who had gotfen 
some wonderful result, but they wotld 
tell it in a newsy way. So I said to mys@lf, 
“Advertising is news, that’s what it @s, 
and that is why these people’s accougts 
are growing. Advertising is news.” 


On the Spot 


Since the chief commodity that radio 
and TV have chosen to sell is size of 
audience, it is not entirely unexpected 
that they have latched on to politics this 
crucial election year. The quiz-type pro- 
gram having already proved itself as a 
fairly inexpensive audience-builder, it is 
also not entirely unexpected that the pre- 
vailing type of political presentation over 
radio and TV is basically quiz in nature. 

Mutual is presenting over the air waves 
Thursday nights at 9:30 to 10 a program 
called “Reporters’ Round-Up.” This pro- 
gram not only combines politics with 
questions and answers but brings in that 
increasingly romantic figure, the news- 
paper reporter. In fact, it brings him in in 
droves. With the word “round-up” in the 
title, it probably also attracts a few cow- 
boy addicts, too. 

The program, as yet unsponsored, can 
be called fairly stimulating. Various poli- 
ticos are put on the spot—as far as poli- 
ticos can be put in that position and held 
there. However, as far as this reviewer is 
concerned, the more he hears reporters 
on quiz programs, the more sympathy he 
feels with the movement Time magazine 
has referred to as “creeping censorship” 
—the growing tendency among people in 
public office to keep their affairs from 
the press. It seems to this reviewer that 
there is a marked line between questions 
intended to elicit news and questions in- 
tended to provoke embarrassment. It is 
an unfortunate aspect of a reporter's job 


ROUND-UP—A question-answer session on 
Mutual's “Reporters’ Round-Up” includes 
(left to right) Jack L. Bell, AP; Everett 
Holles, moderator; Sen. Taft; John O’Don- 
nell, New York Daily News; and Edwin 
Leahey, Chicago Daily News. 


that, today, he must not only report news; 
he must also, if at all possible, make it, 
and the more sensational he makes it, the 
better. One gets this impression fairly 
strongly on ‘Reporters’ Round-Up,” where 
many of the questions asked are of a per- 
sonal, prying and at times impertinent 
nature. This makes, of course, for excit- 
ing listening—of which the radio and TV 
people, like the newspaper people, are 
also quite aware. But there are moments 
when one wonders if questions asked by 
reporters, and programs presented by 
radio and TV networks should have as 
their chief aim the building of an audi- 
ence, For some reason, when this is the 
principal objective, qualities like objec- 
tivity, enlightenment and good taste go 
out the window 
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“4 Advertising Age, July 14, 1952 
A Profile of Coffee Buying A 
Basic Data From Chicago Tribune Consumer Panel 
Family |Family | 
Number| Type January February | March April May Jun July August September | October November December 
+ + + - ———$__}—_ i 
004 1122 } | | , ; cs cs2 hb2 na i mn2 
012 1112 hb2 | mn2 } | hb2 hb2 hb2 hb2 hb2 hb2 hb2 hb 
024 1112 hb ; a hb P er ad ee 6am 
036 1122 ri sk sk sk | sk sk sk eo| sk sk sk | sk cs sk sk sk sk sk sk sksk | sksksksk | hb sk sk sk cs sk sk| sksksksk | sksksksk | sksksksk 
042 1222 | hx Si , eT oe ‘ie eas hx mh 
-s } —_ bos oe SE Bl. SK a 
051 1122 2dm2 mw2 | 2mw2 2mw2 | 2mw2 2ng 2gn2 gn2 2¢n2 2gn2 gn2 gn2 ri 2gn2 2gn2 2gn2 2gn2 2gn2 gn2 2gn2 
hy 2mw2 | 2mw2 2gn2 2gn2 
te 057 1122 hb2 hb2 hb2 mn | hb2 hb2 hb2 3hb2 tp mn2 mn2 mn2 mn2 hb2 mx 2mx 2hb hb2 hb2} hb hb2 eo hb2 hb2 hb2 mx 
; hb2 hb2hb2 | wf hb2 hb2 mx hb2 
066 1123 mn mn2 2hx} 2hx | es ti2 sk | hx cs2 cs n hx kh hx be eo titi tp hx hx hx hx hx hx 
076 1122 2hx mr hx bk bk bk3 | bk3 bk bk bk bk3 hb cs2 mn2 mn2 mn2 hb2 cs2 cs2 cs2 hb cs2 hb hb2 hb2 mn2 2mn mn2 mn2 
2bk bk hx bk3 | ph | bk hb2 hb mn2 mn2 | mn2 cs2 hb2 hb2 mx2 mn2 in2 mn2 
| mn2 | mn2 
085 1132 e0 e@0 e€O et e0 @0 e&O | eo cs eo eo e€0 ev eo eo eO e0 €O e0 eo {| eo eo2 ev eo eo e0 eo eo eo eo 
— 4+ + + — -~ -— —___— = $$ __—______—— + 
093 1122 su2 su2 2su | su2 | su2 su2 | su2 2su su2 | hb su2 su2 2su | 2su 2xv 2su 2su 
106 1123 su2 su2 | su2 su2 | ; | su2 su2 2su 2su su2!} bias 2su iy 2su 2su 2su 
117 1123 na nana 2hb | fbfbfbfb | cs cscs es| mn2 mn2 nahbmn | hb | es2 mxtp | hx 2mx be 2mx mn2 mn2 2hx mn2 
in kr | | na | | } hb2 rj mn2 mn2 hx 
; 126 1123 mx mx mx | cs we mx mx mx | we we mx | mx mx mx mx mx | mx mx | mx mx mx | hb mx bd mx mx | bd mx mx mx mx 
136 1123 jb3 mn | eo3 hb2 mn2 eohb | bn3 bn2 | cs2 hb cs2 cs2 hb2 na2 hx mn2 mn2 
| | | bn | | | na2 2na 
148 1131 r ye2 st ye2 | hb ye2 ye2 | ye2 ye2 } ye2 ye2 | ye2 ye2yc2 | yc2 ie | hb | yce2 ye2yc2yc2| ye2 yc2 yce2 
165 1133 | | eu2 pg2 eu2 eu2 ‘ , | eu2 eu2 - ae 2eu2 2pb2 | cs 
eu2 eu2 
; 172 1132 moamnamn | ma mn mn mn mn2 mn mn bk bk re re re| re bk re bk | mx mn hb hb eo bk hb sk “% bk be rc eo eo eo eo 2e0 
A | eo 
¥ 178 1133 ig ig ig | mj hb ig ig ig ig hb ig ig igsmsm | sm sm sm | ig sm sm sm sm ig Sm Sm sm | ig ig ig 
| sm | sm sm be sm 
187 1133 e€0 e&O eo 60 60 | eo e€0 e&0 | eo eo e€0 €O €O e@O} e€O e€0 CO | eo eo eo |} eo eo eo 2e0 eo eo eo eo eo eo 2e0 eo 
198 1133 ko3 ko3 ko3 ko3 2ko ko3 2ko ko3 4ko 2ko 4ko 2ko | ko3 if 4ko 2ko 3ko 3ko 3ko 3ko 4ko 3ko 3ko 3ko 3ko 
207 1122 hx mi mi hb mi mn mi hb2 cs mx mn mn | hb sh | hb2 | eo3 hb hb eo hb2 mx hb mi 
217 1211 in2 in2 in in2 | in2 in2 in in2 in2 in2 in2 | in2 in2 in2 in2 | in3 mx in2 mx in2 | in2 in2 in2| in2 in2 in2 in2 
226 1211 sk eee OR - ieta saa 
244 1211 hb2hb2hb2 | . hb hb2 hb2 hb2 | hb 2hb ae hb 2hb or 
a) SS [eT —— _—— 
256 1212 eo {fb sw ad eo we we | we we we bre st hb 
262 1212 cs2 mx mx | mx mx mx | mx mx mx | mx eo be be be be be | mn2 mn2 mx mn be be cs be be | be be be be be be mn2 mn2 mn2 mn2 
mx mx mx mx mx be be cs be be be mn2 be be 
268 2233 hb2 hb2 hb2|] hb2 hb2 hb2 hb2 hb2| hb2 hb2 hb2 hb2 hb2 hb2 hb2 hb2 hb2 hb2 hb2 hb2 ho2 hb2 hb2 mn2 
hb2 hb2 hb2 hb2 hb2 hb2 hb2 2hb2 hb2 
278 1222 hx hx2 hx2 hx cs hx hx hx mx mx mx mn cs cs mx cs fb es rj) jb cs cs 
kr kr 
285 1113 rj) rer) rere re hb re rj re | rj bk rj hb bk bk rj rj rj rjr) mx mn mn | ri hb rj bk rj) r) rj cs rj 
rr} 


Coffee Buyers Loyal to Brands, Yet Two-Thirds 
| Buy Four or More Brands in a Year 


1B Families showing major 
loyalty to one brand with 
occasional purchases of 


in character and therefore evi- 
dence of loyalty of some sort. 


fruit juices cereals, head- random 


ache remedies, and soaps will be presented 


By Dr. George H. Brown ready-to-eat 


Professor of Marketing, School of 


Business, University of Chicago 
’ Approximately 40% of Chicago families 
had a marked preference for one brand 


Tne 


at bi-weekly intervals during the summer 

The findings in regard to loyalty for 
coffee in the present study are very close 
to the results of a special study of coffee 


Following the same type of reasoning 
it was possible to test whether the pur- 
chase pattern for any set of four or more 


218 
253 


other brands 
Total 
Divided “loyalty” 


of coffee during 1951, giving 75% or purchases had changed during the time 

more of their volume to their favorite, and powdered coffee covering the 12- period under consideration. The coffee 2A Families dividing purchases 
with scattered purchases of other brands. month period September, 1948, through and powdered coffee purchases of a group more or less equally among 
The other 60% divided their purchases August, 1949. Since the special study was of 552 families were analyzed in this two or more brands. with 


the forerunner to the present series, the 


scattered purchases of 


over four or more brands, either as a manner with the following results in re- 
regular thing or by switching from one basic method of collecting and analyzing gard to “loyalty” other brands 44 8.0 
brand to another during the year the data is the same as in the present case 2B Families dividing purchases 
Perfect loyalty to any single brand was However, in the first study an arbitrary Undivided “loyalty” unequally between two or 
a rare event. Only ten families out of the decision was made to consider four con- No. % more brands, with scattered 
group of 100 concentrated all their pur- secutive purchases of any brand as evi- 1A Families buying one brand purchases of other brands. 53 9.6 
chases on a single brand, and three of dence that the buying behavior was non- exclusively 35 6.3 Total .- 17.6 
these families had no option in the matter 
since they made only one purchase dur- : : . 2 ‘ 
ing the « slendar vear 1951. On the other HOW TO READ THE For example, Family 004 is native —— pare + —— 
F é i It a - oa , et i z niet a nm am mber xv Lushus Tru-Valu 
hand, one family reported buy ing 18 dif- PURCHASE PROFILE TABLE white , ONS IS OWN home, contains three ad Americar De- mj Major 
ferent brands during the veat ind two The tabulation on this and the opposite or four people, and has an income of be- lux National) mn Manor House 
‘ gz t ‘ tween $3,000 and $5,000 bn Banks mx Maxwell House 
other families, 13 and 14 different brands, page is an actual profile of coffee buying oo, a 9, be Beechnut mw Midwest 
respectively during 1951 by 100 users of the product, The remaining columns report the pur- bd Biederman mi Miller 
: : » Phe T a } . - bf 150 Blend ms Mission 
These findings are taken from a special as developed by the Chicago Tribune con- chase, by brand and quantity, of coffee bb — Blue Brook ‘Jewel; mo Monarch 
tabulation of the consumer purchase re sumer panel for each month of the year. The first bk Bokar (A&P) mr Morning Cup 
7 : ase o. * ‘ ioe) (aaa ae al ™ . be Breakfast Cup na Natco ‘National 
ports collected on a continuous basis for The column headed “Family No.” is the pure are each month is shown at the na aa on wd ~~ 
the Chicago Tribune consumer | inel. Of number of the family on the panel records, ipper left of the space for that month; the cr Certified Red Label ph Parker House 
the 610 families who reported purchases | ard ts shown for identification purposes next purchase is immediately to the right rs Chase & — pb Private Brands 
? . ” Phoro . » An oe > . = PICO DE -rogressive 
every week during the calendar vear The column headed “Family Type” is Where more than one line is required, the én Del Monte 1 Red Circle (A&P 
» . silies ho made o ey to > Y wners and purchases on the second line in any month ex Economy ri Richelieu 
one hundred families w made one or | a k race and nativity, owners ee aR ae dis died Maes eo Eight O'Clock rg Royal Guest 
more purchases of coffee were selected | renters, family size, and income. If the olfow those on the first tine eu .Euteco ‘Eureka Tea) rj | Royal Jewel (Jewel) 
it random for special study) The com first digit is 1, the family is native white; In all instances the brand names are tb French Brand sk Sanka 
; ‘ " — . _ on tere "ho (Kroger! sy Ss: . 
plete record of the purchases of these if it is 2, the family is foreign-born white; coded with two lower case letters. The - Pa cin a 
families is shown in the chart accompany- if 3. it is a non-white family. If the second imber of packages bought in one trans- eb Goldblatt Bond sy Sincerity 
ing this report, so that anyone interested | digit ts 1, it means the family owns Us action is shown by the digit preceding the hb Hills Bros. sp Spotlight 
, 2 i f brand | It own home; 2 means it rents. If the third letters, and the size of the package is _ Bilimen’s sm Sunnymorn 
in a detailed study of brand lovalty can ‘ e, = means . . os ‘ hx Hixson su Superior 
» Line . s carefully as he digtt ts 1, it means the family has one or shown (in pounds YY te g ollow- hs Holleb's sq Su-Z- 
examine the data a b ly } Y is) by the digit follor Q 
, © _—~< . . > . > - P oT . y 4 Ps 4 t te é 
chooses. This report on coffee is one of a | two people in tt; 2 means it embraces ing the code letters. For example, hb2 in- 4 Hyde Boma oe Ss — 
series of nine studies of individual com- three or four people; 3 means it has five dicates the purchase of one two-pound in indiola (India Tea) tp Top Taste 
. , , . ry re men . the $ . » lls ; ¢ »o 2 ow jb Jewel Blend ‘Route’ ti Treasure Island 
modities, two of which, margarine and | o ore embers. If the fourth digit is 1, package of Hills Bros coffee 2hb2 would ad ewe cage af reasure — 
toothpaste, have already been reported | it means the family income is under $3,- indicate the purchase of two two-pound xo _Kolan (Stop & Shop) ws Wells 
(AA, June 9 and June 30, 1952). All- 000, 2 means it is between $3,000 and $5,- packages of Hills Bros. The key to the cg Ro-we-ba wf World's Fair 
‘ . 5 — . > » — r roger vc Yacht Club (Hoops) 
purpose flour, shampoo, concentrated 000, 3 means it is over $5,000 brands shown is as follows oe aie Chee ot eaae Sccaiicen 


i ae) a x - ae a Pa Rae, Tabs tae vei Fy oF) v a ae ae eS. a ; 2a es 
eee De Pea ee : eh et A le om re ; Bees a ; Se. ae F ee 5 penta 
hig er tade tam roe . : ; ont =| games Be oan ore Ny ei ee ta eed ae eee eke 
By A aeons : IE eg Sede es 3.0 : ee py ee be ee a 
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Family |Family 
Number] Type January February March April May June July August September | October November | December 
291 1213 er be . we mo ed be sats mx ane mo mo be it ag 
301 1213 rj hb st ad | st st st ad | adadad cs bb bb mn2 bb bb | st st bb bb bb sp bb fb bb bb st st rj st 
st st bb st st bb 
310 1221 cs tp na tp tp tp tp eo be hb tp be hb - cs2 hb na tp tp 2hb mx ob be 
x tp 
318 1221 bn bn r mn bn bn bn st mx bn mx cs2 bk st st we eo we 
327 2233 cs2 cs2 2cs 2 hb2 cs2 hb2 2cs2 cs2 cs2 cs2 2cs2 cs cs2 na cs2 cs2 | cs2 hb2 cs2 cs2 cs2 mo2 cs2 2cs2 
2cs2 cs2 2cs2 cs2 cs2 cs2 cs2 
337 1121 e0 e€0 eo e€0 eo eo eo eo eo eo eO | Sp sp sp sp sp sp sp Sp sp kr sp sp sp sp 
344 1222 mi mi mi mi 2hx mi_ | mi mi 2mi mi 2mi eo mi mi ws we mi mi we we we sw eo bk 
sw 
352 1232 hb2 hb2 2hb hb2 hb2 hb2 hb2 hb2 *kb2 hb2 hb2 hb2 hb2 hb2 hb2 hb2 hb2 hb2 hb2 hb2 
360 1221 sq 8q Sq Sq eo eo mx cs Sq 5q 8q eo eo na eo mn2 coe sy 
367 1222 e03 eo3 e03 e03 e03 eo eo e03 e03 e03 e03 e03 e03 e03 e03 e03 e03 2e03 hs e03 hb hs mx hs mx _ | eo3 hs eo 
e03 e03 e03 e03 eo e03 | e03 e03 2e03 e03 e03 e03 e03 e03 eo3 eo3 hs eo3 | eo3 hs hs hs eo3 hs 
eo3 e03 hs hs e03 e03 
375 1122 rj rj rj rj rj2 ad rj rj rj2 cs rj2 rj rj2 rj rj rj2rj2rj | rj2 rj2 rj2 7 2rj bb2] hb rj2 rj rj | mn rj2 rj2 oe eo rj rj2 rj2 rj 
r rj 
383 1122 mx mx2 mx2 mx2 hx mx2 hx mx mx mx2 hx mx2 hx eu hx mn2 mx 
391 1113 bb bb2 bb2 | bbbbbbbb | bbbbbbbb | bb2 cs2 bb | bbbbbbbb | bb bb bb2 bb2 bb bb2 bb bb | bb bb bb bb fb bb bb2 bb bb2 | bb2 bb2 
bb bb bb bo bb bb2 bb 
399 1123 hb mn hb be cs mn hb hb hb cs Raid mn mn mn | mn mn hb hb mn hb hb 
405 1223 mn eo e03 | rc3 gb3 rc | eo3 rc rc csrchxre|mn2tphx | re mn eo3 cs we e03 e03 | e03 e03 eo03 hx eo3 | mn2 e03 
rc3 hb2 hx re e03 e03 eo3 mn2 
420 1232 mn2 2tp tp mw tp tp mw tp cstptptp | mw tp mw | 2tphbtp na tp 2tp tp mw hx 2na be 2cr | 2hx 2hx 2hx/ hx hx 2h mn hb 
2tp 4hb tp 4hx | tp 2tp tp tp mw tp/ tp 2tp tp 2tp 2cr 2hb 2hb hb 
t 
‘ 430 1232 2e0 eo 3hx ahaa cs er 3 eo3 5, ate) “ee ae 4 
441 1223 bb bb hx eo bb bb bb bb bb bb cs bb bb bb mn2 | bb bb bb bb bb bb cs2 rj cs2 | rj rj rj rj bb be mx rj rj rj rj rj rj rj 
bb bb bb bb bb bb i bb rh rj rj rj rj) 
459 2111 dc hb2 rj2 bb tp rj cs ad rj na2 2mn na rj rj rj pri na bb bb2 tp 
467 2111 tptpnaeo | tphpeorj | am eotp rc |adtp eo tp tp eo eo bk bk ad | eu tp eo hx eo eo sp eo eo bp bk bk Sp ad 
m rj am bk tp 
474 2111 is a a ees ‘al cs nays 7 rr : em ae 2 r 
482 2121 hb mn mn | mn hb hb hb hb hb mn hb hb hb hb hx hb hb hb hb hb hb hb mn hb mn hb hb hb hb hb hb hb hb hb mn 
hb hb hx hx hx hb hx hb hb hb hb hb hb hb hb mn hb hb hb 
491 2122 — hb2 hb2 pe hb2 hb2 2hb2 2hb2 | 2hb2 2hb2 | hb Fe hb2 hb2 hb2 hb2 Me 9 hb2 hb2 st hb2 
hb: h hb: 
504 2122 tp3 tp3 tp3 tp3 tp3cs j|cscs tp3 hx cs hx cs cs tp3 cs tp3 cs cs tp3 cs cs cs tp3 mncstp3 | tp3 be cs tp3 cs tp3 
cs mx2 t cs mx2 tp3 cs cs 
512 2123 rj rj rj rj rj rj bb rj hbcs cs bb bb bb bb sk bb | bb bb bbbbeobb | rj sk2 rj rj rj bb rj rj rj | bbhx mncsf 
526 2122 hx cas sm css 2kr hx ti rg kr2 hb hb sk mx mn | st cs hb2 hb]... sk we2 hb sp2 
535 2133 hb we hb2 hb esh mx mx mx bios hb mx hb hb ae hb h 
543 2132 rj mx2 mx mx mx | hp cs hp hb mx2 hm mxhp |... rats hp re hp 2rc hp2 hp hp soe 
554 2211 2cs2 4hx Ree mn cs cscs mn2 2mn2cq cs eo cs2 cs be be be cs2 cs mx2 mx 
565 2211 bk bk bk bk bk bk eo bk bk bk bk bk bk bk bk bk bk - as bk bk bk bk bk bk bk hx bk bk bk bk 
hx bk bk bk bk bk bk bk bk bk 
577 2212 2mx . mx mx ai ae . mx bk hb bk be bk 
588 2221 an PP : a ah 2ad oa s+ a a ai ae ee oa8 
598 2122 sm3 hb2 hb2 hb2 hb2 hb2 eo hb2 hb2 hb2 2mn2_ {| hb hb2 hb hb2 hb2 hb2 | hb2 hb hb2 | hb2 hb2 hb2 rg 
2hb2 hb2 hb2 hb2 mn 2hb 
609 2232 bb we we3 | we we eo3 | smsmsm |cs werc st mnfbfb | sphsfbfb |tptpfb st fb we fb | fb rc we mx| fb rc we we mn2 be | ad mx fb 
e0 we eo eo we eo eo hb st re re fbfbsqfb | rc fb bk fb fb be fb we fb re we we we we 
eo rc du {b fb 
620 2223 eae mn hb hb hb2 cscs cs hb hb hb 2cs eo hb hb hb2 eo mn2 mn2 eo 
629 2233 cs2 hx hx rj 2hx gb hb sm cs rj mn mn2 mn2 mn2 2mn2_ | cs2 cs2 cs2 sm mn2 sm sm hb2 | sm mn2 2mn2 mn2 
2hx Zhx hx na mn2 mn2 sm sm hx hx sm mn2 
639 2112 hb2 hb hb hb mn hb mn hb hb mn2 mn2 hb hb 2hb hb hb hb hb hb 2hb hb hb2 mn hb hb 
hb2 mn mn hb hb hb 
649 3111 me ae cs cs naar ea cscs cs an cs cs cs mx cs 
656 3111 en cs cs cs cscs kr cs cs cs cs cs na cs cs cs cs cs 
665 3122 cs cs2 cs2 ec cs 2e0 ey cs2 eo cs2 2cs ° cs2 cs cs cs cs cs cs 
675 3131 eo eo nay eo e03 cae er ea a eve yP e0 eo 
687 3233 tp tp tp tp eotptp | tptptp hb tp mn eotptptp | tp xc tp eo tp tp tp tp tp tp tp tp re tp xc tp tp tp tp 
tp tp hp tp tp ti ti tp tp 
708 3211 st cscs cs2 cs cs cs2 2cs2 oe cs cs cs cs cs cs cs 
722 3221 mx mn2 mx mx mx mx rc mn mx mx mx mx mn mx mx2 mn2 mn2 mn2 
729 3212 mn mn cs mx cs hx hx hx cs hx hx hx hx na hx 2e0 ri hx mx eo mx tp tp tp tp hx hx tp hx hb hx 
we 2e0 eo we we mx na na hx hb eo 
748 3221 hb ees eo mn ms? hb ~~ hb Hey ks a ods 
762 3222 ercr cr sk sk sk sk cs cs cs cs hb cs cs hb cs 
775 3231 Bas vr ia vo cs ime Tr “* one — i S08 
788 3232 eo tp tp eo eo tp hx eo tp tp tp eo eo tptp eo eo tp eo eo eo tp ad tp tp =? 
803 1133 st st st st hb be st st st st st st st st st st st st st st a st st st st st st st st st st st 
st 2st st st st st st st st st st st st st st st st st st st st st st st st st 
824 1221 eo sp cs eo eo mn mnmneo |mn mn mn mn mn mn cs eo hb hbhbmn 
\ 831 1231 bk bk eo rj rj cscs eo eo er rj s we cs 2. 
840 2123 2hx na mn2| 2hx 2hx 2hx 3hx 3hx 3hx 2hx 3hx 2hx 3hx mn 2hx 2hx 2hx 2hx 2hx 2hx 2hx 2hx 
2hx mn 3hx 2hx 3hx hx 2hx 3hx | 4hx 3hx 2hx hx 3hx}| hx 2hx 2hx 2hx 2hx 2hx 2hx 2hx 2hx 2hx 
; 847 1111 st st bb2 ercrri bk bk3 cs bk3 tp 2bb 2bb bb2 ‘ st 2st mn st cr st cr 2st bb2 st st 
Y stcr cr2 st mn2 bb 2bb cr bb 2st bk3 cr st cr cr 2st sk st st 
} 856 1131 mx eo cs cscs bp hb bp mx2 mx2 bf | mj bf hb su2 bf we e su mn we mn hb hbj hb su2 
876 1122 ey ee mx mx ane cs © mn2 eo cs2 cs2 ead cs2 hb2 mn2 mn2 mn2 
883 1223 hb hb 2hb hb hb2 hb hb hb hb hb hb we hb hb hb hb hb hb hb hb hb2 hb hb hb cs hbcs hb hb we hb hb hb 
hb 2hb hb2 hb hb hb hb hb hb b hb mx cs cs hb hb2 hb hb hb 2 
891 1211 hx rj rj rj cs rj an jb rj nae b jb rj kr mx 
899 1223 tp mx tptp| tp tp hb tp hb cs cs hbcs cscs cs hb 6hb a mx hb hb bk mn hb hb hb eo hb hb | mx hb hb 
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eid Unstable “loyalty” 
: 3A Families switching from 
loyalty to one brand to 


loyalty to another 97 17.6 
3B Families shifting loyalty 
temporarily, returning to 
original purchase pattern 22 40 
4 3C Families loyal to three or 
ee more brands during the 
ave 12 month period 3907.1 
r Total 160 =—28.7 
i * No “loyalty” 
y 4 Families purchasing brands 
Ba at random 28 5.1 
ee Insufficient Evidence 
5 Families making less than 
four purchases 16 2.9 
Bee Grand Total 552 1000 
Further studi ire now in process to 
eee reduce the arbitrariness of the definition 
vos of the number of purchases to give evi- 
dence of loyalty and to separate loyalty 
: to the brand and loyalty to the store in 
which thé brand is offered for sale. At the 


conclusion of the present series it is our 


hope to report on the present serie of 


commoditic along the line vorked out 


for coffe 


a TABLE } 
Frequency Distribution of Pounds 
of Coffee Purchased per Year 
« per Family 
, N 


in our original study 


Families thy 


2 athe 


il pe A in 
a 2S + 4 


@ if we return now to the 1951 purchase 


data, there is information of considerable 
interest in the basic data For example, a 
frequen fistributior of fara by 
pounds of coffee purchased per year pro 
Vice is With the familiar evidence of the 
coneentrat of the bulk of the volume 
TABLE 2 
Market Share by Brands 
Coffee 
Brand ‘, of Pounds 
Hills Brothers 17.6 
Bight O'Clock 107 
Chase & Sanborn 8.6 
Manor House 8.0 
Royal Jewel! 6.0 
Hixon 5.8 
Top Taste 18 
Maxwell House 4.1 
Natco 1.8 
oo. Webb 1.3 
ee Beechnut 12 
J Ae 57 other brands 30.1 
eR ic 100.0 
: among a handtu f buvel ltt igh the 
} aN degree of concentratiot f t tha 
Sane for margarine and thpaste F ex 
ie | ample, the top 10 of the familie wcount 
ahs { for 25 of the total pound l while 
‘e bad | one-fifth or 20 of the familie verage 
. one pound per month or less, and account 


than 3° of the 
this 


for less market. If we 


combine group of extremely light 


purchasers with the 4 who buy no cof 
fee at all, we find that 76 of all 
lies in Chicago really represent the mar- 
ket for coffee 

Perhaps the most striking aspect of cof- 


fami 


fee | hasing is the fact that a third of 
e market i ivided among a host of 
e of whieh ecure ist 

f the market. A Fable 2 LOW 

64 fferent brand were purchased b 
‘ 00 familie whose purchases are 
1alyzed. While this ratio cannot be pro- 
jected to the conclusion that there are 


ilmost as many brands as there are fami- 
lies, it is evident that the large coffee 
roasters do not gain any strong advantage 


quality or 


in produc 


that the 


production cost; so 


market can and does support a 


large number of small sellers. This is 
borne out further by the fact that the 
leading brand, Hills Bros., has only 17.6% 
of the market, and only one of the heavily 


(Chase & 
five in the 


advertised national brand 


Sanborn) places in the top 


Chicago area 


TABLE 3 
Frequency Distribution of Number of 
Brands Purchased per Family 


Coffee 
Number of Brands Number of Families 
0 4 in proportion 
1 10 
2 13 
3 16 
4 15 
5 9 
6 5 
7 6 
+ 10 
4 8 
10 3 
il 2 
12 > 
13 1 
i4 1 
15 - 
16 - 
7 o 
18 1 


100 in sample 


Perhaps the difficulty with coffee lies 


in the fact that it is a product wherein 
individual taste is important, but which 
is consumed by the family as a unit, so 


that sharp loyalties are not likely to be 
formed. Toothpaste, in which taste is im- 
portal can more easily be handled by 

TABLE 4 
Families Using Brand at Any Time 
Coffee 

Brand ~| Brand % 
Chase & Sanborn 57 Goldblatt 2 
Hills Brothers 56 Hillman’'s 2 
Manor House 46 Holleb's 2 
Right O'Clock Indiola (India 

(A&P) 41 Tea) 2 
Maxwell House 36 Kaffee Hag 2 
Hixson 27 Major 2 
Top Taste 17 Midwest 2 
Beechnut 15 Miller 2 
Nateo (National) 15 Monarch 2 
Royal Jewel Our Breakfast 2 

(Jewel) 15 Royal Guest 2 
Webb 14 SAW 2 
Red Circle Yacht Club 

(A&P) 11 (Hoops) 2 
Stewart 10 Amber 1 
American Deluxe Biederman 1 

(National) 9 150 Blend 1 

Blue Brook Del Monte 1 

(Jewel) 9 Economy 1 
Bokar (A&P) 8 Gardner 
French Brand Brothers 1 

(Kroger) & LG.A. 1 
Sanka 8 Kolan (Stop & 
Spotlight Shop) 1 

(Kroger) 7 Ko-wa-ba 1 
Kroger 6 Lady Chase 1 
Richelieu 6 Lushus Tru-Valu 1 
Sunnymorn 5 Mission 1 
Treasure Island = =5 Morning Cup 1 
Jewel Blend 4 Parker House 1 
Breakfast Cup 3 private Brands 1 
Bulk K 4 : 

atpaationt Progressive 1 
Certified Red ‘ 

Label ; . 
Euteco (Eureka Sherman : 

Tea) 3 Sincerity 1 
Hyde Park g Su-Z-Q ! 
Superior 3 Wells 1 
Banks 2 World's Fair 1 
Delco 2 Your Breakfast 1 
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TABLE 6 


Analysis of Volume Concentration of Purchases for Five Brands 
Pounds per Brand per Category 


Coffee 

Chase & 
Sanborn Hills Bros. Maxwell House Beechnut Royal Jewel 
“ of ) of of % of % of 
Classification® Ibs. 309 Ibs. 632 Ibs. 146 Ibs. 44 Ibs. 215 
Over 75° 127 41.1 398 63.0 25 17.1 -- -- 141 65.6 
50 - 74.9% 1 0.3 80 12.6 21 14.4 -- -- 1 0.5 
25 - 49.9% 61 19.7 34 5.4 32 21.9 25 56.8 61 28.4 
0.1 - 24.9% 120 38.9 120 19.0 68 46.6 19 43.2 12 5.5 
Total 309 1000 632 1000 146 1000 4 1000 215 1000 


*Classified into categories showing percentage of a single family's purchase accorded 


one particular brand. 


which 


purchase unit, does not have 


each individual, while margarine, 


family 
the heterogeneous taste element that dis- 


ids a 
tinguishes toothpaste and coffee 
@ The low loyalty is clearly shown in 
Table 3 which shows that approximately 
half of the coffee-buying families use five 
brands or more (actually 46 out of the 90 
families making five or more purchases 
during the families 
buying one brand only, three made one 


vear). Of the ten 


leaving 7% of the panel 
to one brand. This figure is very 
reported in the 1948- 


purchase only 
loyal’ 
close to the 6.3% 
49 study 

The haphazard methods of coffee pur- 
chasing are highlighted by the fact that 
one-fourth of all coffee buyers tried eight 
were in 
the nature of an purchase, 
rather than a continuing series of switches. 
Family 467, which racked up the record 
of 18 different brands, did so while mak- 
ing only 44 purchases, which, as Table 
1 indicates, is far from being unusual in 
terms of number of pounds. One could 
this well by picking brands 
without looking at the label 

In spite of the happy-go- 
lucky buyer, Tables 4, 5 and 6 show that 
the number of different families reached 


or more brands, most of which 
occasional 


do almost 


occasional 


by a single brand is not impressively 
large. Only six brands are used by more 
than a fourth of the families, and these 


market leaders, As_ before, 
the turnover is highest in the highly ad- 
such as Maxwell House, 
half its volume from 
buy than a fourth 
volume in this brand, while the 
the bulk of their 
which 


ix are the 


vertised brands, 


which gets almost 


families which less 


of thei 
chain store brands get 


business from the small group 


concentrates purchases on the store’s 


brand. Chase & Sanborn is an exception 
in that slightly more of its volume comes 
from from 


persons who pick up the brand on occa- 


“loyal” buyers than comes 


sions 
® Although it is difficult to make exact 


findings in Table 7 
roughly bear out the analysis of “loyalty” 


comparisons, the 


described earlier for a special study cov- 


ering coffee and powdered coffee pur- 
chased during 1948-49. The present study 
indicates fewer families giving undivided 
loyalty to one brand and more families 
their unequally be- 
two shifting 
temporarily to purchasing another brand 


of the market t 


dividing purchases 


tween or more brands or 


However, the tendency 


split primarily between a large group 
which is essentially loyal to one brand, 
and an equally large group, which 


switches or divides purchases among two 
or more brands (with a small group buy- 
ing mostly one brand with a strong sec- 
ond brand) is brought out in both analy- 
buys 


negligible group which 


extremely 


ses. The 
it random its an interesting 
phenomenon in view of the large number 
of brands on the market 

to find families which exem- 
plify the various catagories of “loyal” 
buyers. Families 198 and 187 stuck to one 
rand exclusively during the entire year, 
i reasonable since family 
198 was buying a de luxe brand put up by 
Stop & Shop in while family 


It is easy 


proposition, 


Chicago, 


187 was economizing by concentrating its 
purchases on A&P’s Eight O'Clock brand 
Family 


148 represents the group which 


has a strong preference for one brand, 
in this case Yacht Club, but occasionally 
buys another brand. 

Family 482 illustrates the divided loy- 
alty pattern, although in this case three 
brands divided the loyalty in the first 
half of the year, while two brands shared 


TABLE 5 
Comparison of Market Shares 
by Per Cent of Volume and 
by Per Cent of Families Sold 
Coffee 


Brand Percentof Percentof Ratio 
Volume Families 

Hills Brothers 17.6 56 3.2 

Eight O'Clock 10.6 41 3.9 

Chase & 

Sanborn 8.6 57 6.6 
Manor House 8.0 46 5.8 
Royal Jewel 6.0 15 2.5 
Hixon 5.8 27 4.7 
Top Taste 4.8 17 3.5 
Maxwell House 4.1 36 8.8 
Natco 1.8 15 8.3 
Webb 1.3 14 10.8 
Beechnut 1.2 15 12.5 


the business during the latter half. For 
an example of the simple switch, look 
at family 441 which started the report- 
ing period with a marked preference for 
Blue Brook coffee, a Jewel Tea Co. brand, 
shifting to a market preference for Royal 
Jewel in September, not, however, with- 
out experimenting with Chase & Sanborn 
and Beechnut in the process. 


8 The family which switches to another 
brand and then returns is represented by 
family 178, which devoted itself to I.G. A. 


coffee for the first six months of the 
vear, then changed to Sunnymorn for 
five months and in December had re- 


turned to I.G. A. How much of this was 
shift in store preference and how much 
was shift in brand preference can be 
told only by a more complete study of the 
family’s purchase behavior. 


TABLE 7 
Classification of Families 
by Percentage of Purchases 
Accorded Brand Principally Bought 


Coffee 
% of Families 
Classification in Each Class 
Over 75% .. 08 
50 - 74.9% 17 
25 - 49.9% 40 
0 - 24.9% 4 


Total - 100% and 160 families 


The restlessness of families is 
amply demonstrated by household 629. 
After selecting Hixson coffee in six out 
of seven consecutive purchases in January 
and February, seven different brands in 
as many purchases were bought during 
March and April, before settling down 
on Manor House for May and June. In 
the months of July and August it was all 
Chase & Sanborn, followed by a mixture 
of Sunnymorn, Manor House, Hills, and 
Hixon during September, October, and 
November, and then back to Manor House 
exclusively during December 

The old saying that it takes a lot of 
different people to make up a world 
should be the guiding principle of all 
people who select merchandising for a 
living. 


some 
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S&W Fine Foods doubles its 
Chicago distribution in one year! 


| 0 
’ 


Reaches five-year advertising goal in two years 


through Chicago Tribune consumer-franchise plan 


In 1948, S & W Fine Foods, Inc., set out to 
build distribution and sales in the highly 
competitive Chicago market for a high qual- 
ity line of more than 400 food products. 

S & W divisional manager W. H. Foote 
analyzed the problem as follows: ‘It was our 
opinion that a company such as ours with a 
full line of merchandise, wishing to obtain a 
franchise in the Chicago metropolitan market 
on a limited budget, should try to tackle this 
market on a section by section basis rather 
than try to do an over-all job.” 

In line with this strategy, S & W and its 
agency, Foote, Cone & Belding, adopted a five- 
year Chicago Tribune consumer-franchise 


program which made use of the Tribune’s 
exclusive zoned circulation arrangement. By 
concentrating its advertising in only one of 
the Tribune’s five metropolitan neighbor- 
hood sections during the first year, the com- 
pany on a limited budget was able to do a 
powerful advertising job with R.O.P. full 
pages in full color—another Tribune exclu- 
sive in Chicago. 

At the end of the first year, Mr. Foote 
reported that S& W distribution was doubled. 
According to plan, the company used two 
neighborhood sections and eight full color 
pages the second year. At the end of two 
years, S & W was able to expand its color 


campaign to include the Tribune’s full 
metropolitan circulation—three years ahead 
of schedule! 

Now in its fourth year, the S & W Chicago 
newspaper campaign still is placed exclusively 
in the Chicago Tribune. 

Here is an example of how a Chicago 
Tribune consumer-franchise program is fitted 
to an advertiser’s individual needs in order 
to utilize advertising funds with greatest effi- 
ciency. Just as this campaign is building a 
strong consumer franchise in the Chicago 
market for S & W Fine Foods, so can a 
Chicago Tribune plan be designed to help 
you achieve your sales goals here. 


Ask your Chicago Tribune advertising representative for details 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


ADVERTISING SALES ("Cake 


REPRESENTATIVES 


A. W. Dreier 
1333 Tribune Tower 220 E. 42nd St. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


New York City _ Detroit 
E. P. Struhsacker W. E. Bates 
Penobscot Bldg. 


San Francisco 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 


Los Angeles 


1127 Wilshire Blvd. 
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Salesense in Advertising... 


It's Still Salesmanship in Print, Even 
When the Results Are ‘Indirect’ 


By James D. Woolf 


An old hand in the advertising business, 


for many years a top-level agency direc- 


tor of research, disagrees completely with 


my definition of advertising a Sales- 
manship in Print This man, whom I 
shall call Smith, seems 


firmly of the 
opinion that the 


to be 


views 


if such old masters as 
the late Albert Lasker 
and John Kennedy are 


hopelessly old-fash- 


ioned today. Recently 


Smith and I wrangled 
over this question for 


a couple of hours, but 


James D. Woolf 


nowhere. Be- 
high professional 


we got 
standing 
and his genuine sincerity, 


cause of the 
of my dissenter 
his viewpoint cannot be dismissed too 
lightly 

Smith sets great store by what he calls 
the indirect benefits of advertising.” He 
believes that copy seldom gives a reader 
or listener a conviction about a product so 
impelling that she hustles off to the near 
est store to buy it. This, Smith maintains, 
is a direct benefit that happens only once 
in a great while. “Take 
said Smith 


men go out on a 


towels, for in- 
“How often do wo- 
deliberate shopping 


stance,” 
search for, say, the Cannon brand? Very 
I believe, 
direct sales results from its advertising 

time is this 


rarely, does Cannon enjoy such 
What happens most of the 
— Housewife 
notes the 


shopping for towels, 


Cannon line among the variety 
Eshe looks at, is pleased to find this famous 
g and, and in many instances will buy it 
° ‘Now what I contend,” went on Smith, 
vis that such transactions do not repre- 
Bent what you call ‘salesmanship in print” 
"The 
ition of consumer 
ual sale was effected by 
Rhe merchandise itself, aided and abetted 
by ministrations of the retail clerk.” 

> I agree with Smith that the sale was 
‘helped along tremendously by the cus- 
merchandise. I 


Cannon advertising created a condi- 


acceptance, but the ac- 


an inspection of 


tomer's inspection of the 
do not agree that the sale was aided and 
at least to any important extent, 
clerk 
as everybody knows, Is an 


abetted, 


by the retail Behind-the-counter 
salesmanship 
absolute myth 

I maintain that the No 1 


in the sale just described was ad- 


impelling 
force 
had seen, over 


vertising. Mrs. Housewife 


a period of time, color ilustrations 
of these 


hankering for 


many 
beautiful towels. She had 
them. She had confidence 
in Cannon quality and in the integrity of 
the company. Whether she 
realized it or not, she 
before she 


consciously 
was pre-sold on 
walked into 


Cannon towels 


the store 

@ It is entirely possible that no one ad 
achieved this desirable result for Cannon 
Housewife did not 
and dash off 
to the nearest store bent on an immediate 
But I say that her desire fot 


Very 
read a given advertisement 


probably Mrs 


purchase 
Cannon towels, which eventually resulted 
in her purchase, was created primarily 
by Salesmanship in Print 

You may think it doesn't really matter 
Smith calls this result dtrect of 
You may suspect that he and I 


whether 
indirect 
are merely quibbling over 
terms, But this is not the case. Smith's 
devotion to the cause of indirect results 
makes him an ardent advocate of so-called 
“remindership” appears to be- 
lieve in irrelevant and indiscriminate de- 
gimmicks for the sole 


a definition of 


copy. He 


vices and “clever” 
purpose of capturing the reader's or lis- 


tener ittention. Inasmuch as advertising 
is not salesmanship in print, as he sees 
it, it is wrong to burden the reader with 


4 tediou 


elling pitch. The 


to atternpt to effect the sale 


proper place 
asserts Smith, 
is in the store 

@ It is on this issue that Smith and I are 
wide apart. Granting his contention that 
it is in the store where Mrs. Housewife 
convictions, 
no reason why 
strive for the maxi- 
Granting that “re- 
is all that can be hoped for, 
which I don't, why not plant something 
in her mind worth remembering? Why 
not give the reader or listener “the works” 
every time you spend money for space 
or time? What With 
copy that does its best to be Salesmanship 
in Print it is not too much to expect some 
measure of direct sales results, and as 


gets her hankerings and 
which I don't, I still see 
hould not 


mum in pre-selling 


advertising 


mindership” 


have you to lose? 


results are concerned a 
pre-selling has certainly 
Readership ratings may drop 
way of thinking 
a sales advantage 


far as indirect 
better job of 
been done 
a few points, but to my 
this well might be 


@ What counts most in the art of sales- 
manship is a promise of an important con- 
benefit, a kindergarten principle 
known to all of us. I maintain that the 
sure-fire way—the one dependable 
benefit to the con- 
advertising 
Swift's 
(note typical ad repro- 
This advertising makes 
a dog food so rich 
family Fido will 
prefer it to raw, I believe that 
this campaign (JWT is the agency) will 


\ 


sumer 


only 
way—to promise a 
public is via 
Let's take 
Pard campaign 

duced herewith) 


suming your 


media a case in point, 


a wonderful promise 
and delicious that the 
red meat 


Tempt your dog with 
red, raw meat... 


Better for hum roo than meat alone | 


single-handedly sell carloads of Pard dog 
food witheut a trace of an assist from 
attendants. Countless thousands of 
dog owners will walk into supermarkets 
and voluntarily reach for countless thou- 
sands of cans of Pard. It will have to be 
that way because in the supers there are 
only cashiers and bus boys to take care 
of the 


store 


pre-sold customers 


knows for sure, I 
several 


8 No ever 
suppose, how to evaluate the 
vehicles of thought-transmission that con- 
vey his messages to the public. Take, for 
Coca-Cola. Mrs. Jones orders a 
case sent to her home, perhaps her first 
bulk purchase of this product. Which of 
the following forces, or what combination 
of them, motivated her? A color cover 
she saw in Life or SEP? A radio broad- 
cast” A window or store display? An out- 
door roadside poster? A recommendation 


advertiser 


example 
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orc 


—— 


of the product 
is that which comes closest to 

This, in turn, would imply clear, 
product being offered—the 
phrases that might be 


or to totally dissimilar products 


Of all fields to which the clear, 
apply, 
tries in the world—lItaly 
number of places right here at home 

“In every season,” 
day enchantment.” 
plenty,” says the copy, 
ures 
da Vinci.” 
storied past 
tacular. Here nature 


What specific holiday 
. the festive present 


enjoyment of a holiday... fine food 


copy, 


advertising, 


Seeded 
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How About a Sample? 


In the matter of selling, nothing is quite so convincing as an actual sampling 
If this is so, it would seem that the most effective advertising 
‘sampling’ 
specific and concrete description of the 
careful avoidance of generalities, 
applied either to competing products in the same field 


Like a horn 
“sete fon rte 
pk gre leattedagbowe = - the festive 


y eomure goeeling ob ealeant a= See your Travel Agent now! 


—ALIAN STATE TOURIST Orrice—E.M.t 


the specific, 
travel advertising is perhaps one of the most important 
The Corner was a little mystified to find one of the most individualistic coun- 
described in an advertisement of the Italian State 
Tourist Office in terms that might be applied, with but one exception, to any 


reads the headline, 
So does New York. So does Miami. 
“Italy overflows with holiday experiences and pleas- 
particularly in this year which marks the 500th birthday of Leonardo 
experiences and pleasures? 

the quaint 
wears her loveliest dress... 
noblest achievements. Here you will find everything that makes for complete 
. fine hotels 

The Corner offers this as constructive criticism—but couldn't this copy be 
applied, as is, to any one of a score or more places—with much less, in terms 
of specific attractions, to offer than Italy? Not only this copy, 
needs more than mere adjectives to convey the character, the feeling, 
the individualistic nature of the place advertised. And, in this respect, nothing 
is quite so essential for the writer as a trip through the factory. For, in travel 
it's the factory that's being sold. 


in print 


of words and 


» Here nature 


eer errr rrr rrr rrr rrr rrr rrse 


the concrete description should 
As a result, 


“Italy abounds in all that lends holi- 
“Like a great horn of 


“Here is the 
. the charming the spec- 
here man has wrought his 


.fine transportation.” 


but any travel 


‘ 
; 


by a relative or friend? A sales pitch by 
a retail store attendant? The answer is 
that what motivated Mrs. Jones was her 
expectation of a consumer benefit 


® Call the objective of your advertising 
“indirect benefits” if it pleases you to do 


so, but I beg of you to give your promised 
benefit the full treatment in your copy. 
You can be sure that, except in very spe- 
cial cases, full treatment will not be ac- 
corded it by the retail store attendant. 

Store “attendant,”’ Mr. Smith, is a term 
I use advisedly 
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Coming 
Conventions 


“Indicates first listing in this column 
*July 25-26. Western Daily Newspaper 
Advertising Managers Assn., Jasper Park 
Lodge, Jasper, Alberta, Can 

Sept. 7-9. New York State Publishers 
Assn., annual meeting, Whiteface Inn 
Lake Placid 

Sept 11-13 Newspaper Advertising 
Managers Assn. of Eastern Canada, an 
nual convention Mount Royal Hotel 
Montreal, Que 

Sept. 12-13. Advertising Federation of 
America, District 7, Thomas Jefferson 
Hotel, Birmingham, Ala 

Sept. 28-Oct. 1. Assn. of National Ad 
vertisers, fall meeting, Hotel Plaza, New 
York 

Oct 2-4 Advertising Typographers 
Assn. of America. 26th annual meeting, 
Grover Park Inn, Asheville, N. C 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 4-7. Mail Advertising Service Assn 
International, annual convention, Shore 
ham Hotel, Washington, D. C 

Oct. 5-9. Advertising Specialty Nation- 
al Assn., annual convention and specialty 
fair, Palmer House. Chicago 

Oct. 8-10. Direct Mail Advertising Assn 
35th annual conference, Shoreham Hote! 
Washington, D. C 

t. 12-15. Pacific Council, American 

Asst of Advertising Agencies, annual 
convention —- 1d Springs Hotel, San 
Bernardino 

Oct. 13- is — Daily Press Assn 
annual meeting, Congress Hotel, Chicago 
Oct. 13-16. Printing Industry of Ameri- 
ca, 66th annua! convention, Chase Hotel 
St. Louis 

Oct. 19-22. Western Classified Advertis 
ing Assn., Mission Inn, Riverside, Cal 
Oct. 20-21. Agricultural Publishers Assn 
annual meeting, Chicago Athletic Club 


Chicago 
Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro 


nado, Coronado, Cal 

Noy. 20-22. Southern Newspaper Pub 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W 
Va 

Dec. 7-11. Outdoor Advertising Assn 
of America, 55th annual convention, Con 
rad Hilton Hotel, Chicago 

Dec. 27-29. American Marketing Assn 
conference, Palmer House, Chicago 


Three Name Ad Fried Agency 


Ad Fried Advertising, Oakland, 
Cal., has been named to direct ad- 
vertising for Global Marketing 
Service, Oakland (newspapers, 
magazines, radio and television are 
planned); Oakland Light Opera 
Assn. for the 1952 summer series 
(radio, newspapers and television), 
and Elemin Supreme Formula, 
Berkeley and Los Angeles maker 
of multiple vitamin capsules (a 
test radio campaign is in progress 
with newspapers and television to 
follow later) 


Bess Joins Stebbins Agency 


William G. Bess, formerly ad- 
vertising manager of Ampro Corp., 
Chicago, has been appointed copy 
chief of Barton A. Stebbins Ad- | 
vertising, Los Angeles 


EZE-STIK 


CRYSTAL CLEAR | 


Self-Adhesive on | 
awe ACETATE 


After successful 3-month test by 
American Express resulting in reorder, we 
announce EZE-STIK self-adhesive trans- 
parent acetate point-of-sale display with 
crystal clear adhesive covering entire | 
back or front 


ATTACHES in a jiffy to any smooth clean surface 
and adheres hrmly indefinitely | 

EFFECTIVE. Can be produced with clear ad 
hesive on face side permitting attachment 
to msde of windows and doors 

ALSO IDEAL for mirrors, refrigerator fronts, 
cash register, show cases, etc 


Write for complete information and sample | 


EZE-STIK PRODUCTS CORP. 


Dept 4, 424 W. 33 Street, New York 1, N.Y. 
Chicoge Office: 228 N. LoSelle St. 


Kingan Promotes Wiggins 
Ralph S. Wiggins, Pacific Coast 
regional manager for Kingan & 
Co., Indianapolis, has been pro- 
moted to sales manager of fresh 
and smoked meats and is now in 
the Indianapolis main office. He 
is succeeded by R. I. Peters, Los 
Angeles branch manager. 


Alexander Shifts Mulnix 

Harold J. Mulnix, advertising 
and public relations director of 
Alexander Film Co. Colorado 
Springs, has been transferred to 
the California sales staff. He is 
succeeded by Robert H. Geddy Jr., 
house magazine editor 


| Raughley Joins Korn & Co. 


William C. Raughley, formerly 
with Al Paul Lefton Co. and Young 


Tripler to Abbott Kimball Co. 

F.R Tripler & Co., New York 
maker of men’s clothing, has ap- 
pointed Abbott Kimball Co., New 
York, to handle its advertising 
George Bowen, who handled the 
account at Federal Advertising, 
New York, has joined the agency 
as an account executive 


|WSAZ Appoints Katz 


WSAZ, Huntington, W. Va., has 
appointed Katz Agency, New York, 
which also represents WSAZ-TV, 
to represent it nationally. Bran- 
ham Co. formerly handled the ra- 
dio station. 


Names Process Associates 
Process Associates, W. Engle- 

wood, N.J., has been appointed 

selling agent for Laminex Corp., 


CONSISTENT ADVERTISER PRAISES 
SIOUX CITY NEWSPAPERS 


¢ th x City urnal & srnal-Tribune newspapers afford the 

t eans to reach and sell all the people in our retail trade area®,” says 

Mr. | Kaplon. president of the Kaplan Wholesale Company. exclusive supplier 
¢ 19! grocers in wa. Nebraska. South Datota and Minnesota 


How else” Mr. Kaplan continues, “could we tell our sales 
message to nearly 300.000 people. and be sure that these 
300.000 people are potential customers? Yes, the Sioux City 

urna: ang urnal-Tmbune newspopers hove time and time 


gain done ag 4 selling job for us 


Mr. Kaplan well satisfied. because the Sioux City Journal! 
ind urnal-Tribune is giving him Good Local Coverage and 
LJ. Kaplan with this Good L 3! Coverage he is getting—Sales Results 


*Sioux City A.B.C. Retail Trade Area (49 counties in lowa, 


& Rubicam, has joined J. M. Korn! Fall River, Mass., to represent it| 


Nebraska, South Dakota, Minnesota.) Population—818,400 


an execu-/in the food, chemical and drug) Buy Minded” people. 
fields. Advertisement) 


American Maize-Products Company 
Sells Amazo Instant Dessert 
with SPOT MOVIE ADS in Theatres 


Today, more and more advertisers are using SPOT 
MOVIE ADS in theatres. It’s the one medium that com- 
bines sight, sound, action and COLOR—plus giant size 
—for powerful, hard-selling product demonstration. 


In the scenes shown, American Maize-Products Com- 
pany demonstrates with SPOT MOVIES the ease and 
speed of preparing Amazo Instant Dessert. According 
to American Maize-Products Company, these films are 
doing an outstanding job selling consumer-family 
theatre audiences in selected markets. 


We've had over 30 years’ experience planning, produc- 
ing and placing SPOT MOVIE ADVERTISING for 
leading advertisers in a wide variety of fields. Call or 
write our nearest office for complete information. 


MOVIE ADVERTISING BUREAU 


KANSAS CITY: 2449 Charlotte St. 
CLEVELAND: 526 Superior N.E. 
SAN FRANCISCO: 821 Morket St. 


NEW YORK: 70 East 45 St. 
CHICAGO: 333 North Michigan Ave. 
NEW ORLEANS: 1032 Carondelet St. 
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to Oct. 5, the public is invited to 
visit new homes in the area 


Along the Media Path tienes by eet scree 


@ McCall's and tc 6,600 member 
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lahing Co 
500 for the best book on a busi-/| lishers and other interested groups. | ucts promotion. The campaign will 


the paper 


| stores of the Super Market Insti- 
C. Forbes & Sons Pub-,regular press run and sample! tyte wil! cooperate next October 
is going to award $2,-| copies are now available for pub-|in g national grocery store prod- 


economic ubject. All| Elmer D, Manning, mechanical | penefit the food. : ip and drug ad- 


thanuseripts must be in by Dec 31,| superintendent, said the bagasse vertisers in the magazine. This 
1952 Fiction is excluded and the! paper printed halftones very well.) wil) be the fifth joint venture of 


ipts must be complete or| did a cleanet job on. statistical S.M.1. and McCal during the past 
nt length to warrant ap-|tables and caused no production three years 
problems ' 
: @ The Waukegan News-Sun pub- 
w York Journal of Com-| @ Newspaper travel sections are | lished a special 40-page telephone 


“xperimenting In prinUng | bulging this year. The Washington | section recently when the Illinois 


« paper It recently used) post is one of the latest to report} city changed over to dial service 
to print a sheet of its) its biggest summer travel section | All the editorial copy was prepared 
in history. The Post ran 21,850) by the Illinois Be!! Telephone Co 

FLYIN, lines from 330 advertisers on June }and more than 200 new ad ac- 
banner r q 16 | counts had copy in the section. Al- 
© MITE MEON- FLYING }most all the ads were placed by 
SHY - BROADCASTING e The sixth annual Chicagoland | retailers who listed their new dial 


|Home and Home Furnishings Fes- | number 
AMERICAN SKY ADVERTISING CO. tival will again be co-sponsored 
' 


JJ NO MICHIGAN AVE” NS 
MICAGOV HLLINGIS 22 


PRONE ST? 


by the Chicago Tribune this fall.}@ Milk Dealer has published a 
yaa? . m@ | During the exhibit, from Sept. 14] color booklet of market facts for 


Prominent Users of Strathmore Letterhead Papers: No. 100 of a Series 


The Jantzen diving 

gurl trademark made her debut 
on a piece of advertising material 
issued in 1920. It is still 

used as a trademark on 


their swim suits. 


Strathmore QUALITY can be 


expressive for vou! 
| 


A member of a rowing club in Portland, Oregon, unwittingly 


started the Jantzen Knitting Mills on their way to world-wide 
fame when he asked them to make him a pair of rowing trunks 
in the same rib-stiteh used for sweater cuffs. Out of this order 
developed the idea for the bathing suit which not only revo- 
lutionized the industry, but was tremendously effective in 


arousing greater public interest in water sports, as well. 


Creating a good product, however, is not enough to keep it 
ahead of competition. It must be continually improved and 
built on a solid foundation of quality. Jantzen Knitting Mills 
have always been aware of this and use quality throughout 
every phase of their business. Logically, they select a Strath- 
more letterhead paper to interpret their progressiveness and 


their quality background 


The texture and appearance of Strathmore letterhead papers 
convey an impression of quality. If your letterhead should be 
saving quality for you but doesn’t, have your supplier show 
vou some samples on Strathmore, and you'll see how richly 


CNP Tessive quality can really be. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alevandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to 1 A neerted by the Old Colony Envelope Company, Westheld, Muss 


MAKERS 
rf it PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 


13TH HOME IN 93 YEARS—This is the new $2,500,000 plant of the Rocky Mountain 

News ot 400 W. Colfax Ave., Denver. The building is the News’ 13th home in 93 

yeors of publication. To celebrate the event, the Scripps-Howord paper held 
open house for four days. 


advertisers and agencies. The bro-, of Life-advertised products during 
chure traces the journey of milk | the first two weeks of August. The 
from the barn to the bottle, gives drive will involve 269 stores—121 
figures on bottled milk sales, lists; Liggett stores in New York, 80 
the products milk dealers buy and| Owl stores in Los Angeles and 68 
presents data on Milk Dealer’s| Lane stores in Atlanta. 
circulation and advertising. Copies 
are available on request (the ad-|@ As a promotion stunt, Time 
dress: 1445 N. Fifth St., Milwau-/| changed roles with one of its ad- 
kee). | vertisers. H. Freeman & Son Inc., 
; ; | maker of Waylite men’s silk suits, 
pF to Pong to! sent a broadside to dealers telling 


bill pak Gna ont them of the healthy response to a 
a) on ores pre cts industry.| Time ad. Time th *ked he 
Wood & Wood Products gives a p bape - sigh poms Aa 


“| ready-made story and sent it to 
good statistical summary of this | sdmene. enclosing a swatch of 
market in its new 22-page market) -puccah s o : 

ussah silk suiting. 
data file. The magazine, at 139 N. e 
Clark St., Chicago, will supply 


copies on request. e@ Financial World reports 1,658 


industrial firms and financial in- 
@ Southern Florist & Nurseryman,| Stitutions have had their annual 
120 St. Louis Ave., Fort Worth,|Teports for 1951 accepted in the 
has available free copies of a new|™agazine’s| annual competition. 
booklet presenting information| This is 137 more than last year 
about its subscribers. Based on a|@nd a new high. The reports will 
mail questionnaire, the study |W be divided into 100 industrial 
shows such data as how long in| Classifications for evaluation by 
business, number of employes,|4"% independent board of judges. 
supplies purchased in 1951, ete. Bronze “Oscar of Industry” tro- 
phies will be awarded to winners 
e A new promotion book by Busi-| im October. 
ness Week reports on interests and 
business activities of company|e Southern States Beverage Jour- 
owners who subscribe to the maga-| nal is sending a team of men and 
zine women shopping experts to check 

Business Week also has just|on the selling being done by liquor 
completed a full-color film strip,|dealers in Arkansas, Florida, 
“Authority for Action,” which out-|Georgia, Kentucky, Louisiana, 
lines the major areas of manage-|South Carolina, Texas and Ten- 
ment _responsibility——production, | nessee. The shoppers, who are be- 
sales, finance and administration. | ing provided by Willmark Service 
The film, which also includes a|System, a research organization, 
pitch for the McGraw-Hill publi-| will note whether retailers are 
cation, will be shown to adver-}| making five key selling presenta- 
tisers and agency executives dur-| tions. The “mystery shopper” will 
ing the coming year. credit the dealer with $1 for each 
presentation made. The magazine 
e Life has lined up three Rexall! will publish the results and award 
drug chains for store promotions! prizes after the tour. 


90 ADVERTISING 
AGENCIES 


...in Chicago and out of town continue 


to realize that using DOT precision engraved 
color reproductions helps to reduce 
the customary headaches of 
agency-client relations. 


€. NY VHAVEMS; - Nie. 


600 West Van Buren Street, Chicago 7 
Telephone: STate 2-5367 


Beautiful Color Work Outstanding Black & White 
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Advertising Age, July 14, 1952 


Doeskin Takes 
Kleenex to Task 
for Price Cuts 


(Continued from Page 1) 
been almost halved to about 15% 
by the promotion, he said. The re- 
tailer must now sell twice as many 
cases to make the same profit, ac- 
cording to Mr. Katz. 

“But this is only the beginning, 
we think. It's going to be impos- 
sible to get the price back up to 
28¢."" Mr. Katz said price cutters 
are selling Kleenex at 15¢ a box. 

He said Doeskin, the second 
largest selling fair trade brand, is 
undertaking a business paper cam- 
paign to stress the need for fair 
profits. Addressed to retailers and 
wholesalers, the ads are running 
in Drug Topics, Food Topics and 
Progressive Grocer, with addition- 
al media being considered, through 
Grey Advertising. 


® The headline reads, “Are you! 
going to take this profit annihila- 
tion lying down? The profits of} 
the facial tissue business are in 
danger of being virtually wiped 
out.” 


“The very men who helped make | 


America’s largest tissue manufac- 
turer a household word are getting 
crumbs instead of crust,” Mr. 
Katz declared. Many 
wholesalers and retailers are put- 
ting Kleenex “under the counter” 
and not pushing it, he said, and 
“Doeskin is getting more coopera- 
tion from old customers and win- 
ning new ones daily. 

“No manufacturer is justified in 
asking either the wholesaler or 
retailer to absorb the manufac- 
turer's higher costs to bear the 
brunt of the cost of a price war 
between competitive manufac- 
turers. This is economic Hitlerism, 
right up to the hilt.” 


® Elsewhere on the price front, 
the department store that precipi- 
tated the whole battle last year, 
R. H. Macy & Co., also figured in 
the news this week. The appellate 
division reversed a local supreme 
court ruling and said that Macy's 
may sell Ex-Lax and nine other 
drug products below the prices 
fixed by the manufacturers. 

The appellate division ruling is 
based on the fact that the products, 
even though they are manufac- 
tured in New York state, are in 


61 


subject to the Sherman Anti-Trust |: 
Act. 

The decision, however, comes at 
an unpropitious moment for the 
department store, which appar- 
ently is now in the process of 
“modifying” its outlook toward 


resentful | 


fair trade. There are reports that 
Macy's, New York, has signed a 


considerable number of fair trade 


agreements in recent weeks, al- 
though any official announcement 
of this fact is hard to come by. 


@ Elsewhere on the fair trade 
front: 

A little more than a year ago, 
damilton Watch Co. won a signal 
victory against S. Klein, New York 
department store, over the store's 
sale of “Hamilton” watches. 

In the middle of last week, the 
battle was joined again. S. Klein, 
a huge piperack store on Union 
Square, broke ads saying, “Great 
Savings on one of the finest 
watches made. Hamilton watches 

" and went on to quote fair 
trade prices of $60.50, $64, $71.50, 
and $110, and “S. Klein's price” of 
| $42.35, $44.00, $50.05, and $71.50— 
| all including federal tax. 


|e Said one informed source: 
Klein's was testing the previous 
decision, under which the store 
had been enjoined from selling 
jany watch as a Hamilton unless 
each and every part is either made 
| by Hamilton or under a Hamilton 
agreement. The decision also en- 
| joined Klein’s from implying that 
fair trade prices are being cut 
when selling watches to which fair 
trade prices do not apply. 

“You can bet,” this source told 
AA, “that Hamilton has shoppers 
down there making sure that those 
watches Klein is selling are ac- 
tually Hamiltons.” And if they are 
Hamiltons, the spokesman was of 
the opinion that nothing could be 
done about it. “You know the sta- 
tus of fair trade,” he said. 


2 Meantime, the Bureau of Edu- 
cation on Fair Trade yesterday 
agreed to carry on its activities 
indefinitely, as it wound up the 
three-year term for which it was 
first constituted. 

Maurice Mermey, bureau direc- 
tor (and partner of Baldwin & 
Mermey, the public relations com- 


| 


COMPETITORS—Participants in 
Assn. 
tournament at Springfield, N. J., 
er, president of P. Lorillard Co.; 
chairman; 


the third annual 
of Reluctant Advertising Titans and Eager Sportsmen” 


recently 
right): Joseph V. Heffernan, financial v.p. of NBC; Robert Gang- 
Niles Trammell, 
Nicholas E. Keeseley, Lennen & Mitchell v.p., 


“National 
included (left to 


NBC board 
and 


Donald Stewart, od director for the Texas Co. In the picture at 
right, George H. Frey 
which sponsors this tournament for advertising and agency ex- 
ecutives, awards the prize to champion golfer Alon C. Garratt, 
advertising manager of American Cigaret & Cigar Co. Mr. Gar- 
ratt’s award: a trip to Bermudo. 


(left), v.p. in charge of NBC-TV soles, 


The National Assn. of Retail Drug- 
gists, which set up the bureau and 
of which Dargavel still is counsel, 
continues as the dominant group 
in the bureau. 


@ The bureau will set up an ad- 
visory council to include all rep- 
resentatives from retail fields in 
which fair trade is practiced. The 
board will have members who are 
bookseliers, retail jewelers, tobac- 
co dealers, grocers and hardware 
dealers—a total of 15 fields will 
be represented. The members of 
the board will come from associa- 
tions in the fields, Mr. Mermey 
told reporters. 

The bureau will continue its re- 
search into the fair trade merchan- 
dising problem, regardless of 
whether President Truman vetoes 
or fails to sign the fair trade bills 
he now has (AA, July 7). Mr. 
Mermey said that if the President 
signs the legislation, the bureau 
will revert to its old function of 
making retailers fully aware of 
the advantages of fair trade. 

In the meantime, the bureau 
plans to hire an economic adviser, 


a marketing consultant and a con- | 


sumer counsel. 


® Back in court again, Lyons 
Electrical Distributing Co. yester- 
day filed a $2,250,000 suit in U.S. 


| district court for treble damages 


| against 


pany handling the campaign), said | 


damage suffered by the fair trade 
principle in the past year made 
the action necessary. 


Although the bureau was de-| 


signed to protect the interests of 
all fair traders, it has been active 
| principally in the drug field. John | 


interstate commerce and therefore W. Dargavel is still chairman and 


National Nielsen-Ratings of Top Radio Shows 
Week of June 1-7, 1952 
All figures copyright by A. C. Nielsen Co. 


Current Rating 
Us] Home 


| rected 


Westinghouse Electric 
Corp. and General Electric Co. 

The suit charges the defendants 
with conspiring to monopolize the 
distribution of electric lamps 
through agents, under agreements 
fixing prices and terms. Since 1944, 
it is alleged, the defendants have 
controlled 89% of the distribution 
of large electric lamps, 84% of 
miniature electric lamps and 55% 
of Christmas electric lamps. 

A second cause of actien is di- 
solely against Westing- 


jhouse and asks a treble damage 
| judgment of $2,172,000 


Because of the actions com- 


|plained of, Lyons contends that 
«| its business was ruined and it was 


Current omes 
Rank Program (000) % |forced to discontinue its business 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,012) (4.7)\ on Dec. 31. 
1 Waicott-Charles Fight oa p $76 mel 
2 dack Benny (American Tobacco, ) : 
3 Charlie McCarthy Show (Lever Bros., CBS) 3.594 84 ]. H. Ream, Executive V.P. 
4 The Lineup (Wrigley, CBS) ‘ 
5 Fibber McGee and Molly (Pet Milk, NBC) 3.210 75 | of CBS, Retires in August 
6 Romance (Wrigley, CB: 3.210 75 Joseph H. Ream, executive v.p. 
Z — —_- Myer NBC) Sane a and a director of Columbia Broad- 
uspense (Auto-Lite. “acti Paratha > al ss 
9 Arthur Godfrey's Scouts (Lever-Lipton, CBS) 3.039 71 —- Syste ome New York, for = ‘ 
10 Broadway Is My Beat (Wrigley, CBS) 2.996 7.0 eral years, has resigned, effective 
Aug. 1. Mr. Ream, who has been 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,156) (2.7)' planning this step for some time, 
1 One Man's Family (aims iste, ues) —_ 43 will continue as a consultant. He 
2 News of the World (Miles Labs. ) : said that he plans to move his 
ls, A 1,541 3.6 ‘ k . 
’ Ce a a a ee family to Florida and does not ex- 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,712) (4.0) pect to reenter business there. 
1 Romance of Helen Trent (Whitehall. CBS) 3.210 7.5 There will be no successor ap- 
2 ow Gal, guntey conan 656) Heo 34 pointed, according to Frank Stan- 
ight to Happiness ( ) . > > _@ > 
4 Pepper Young's Family (P&G, NBC) 2.868 67 ton, CBS president. He ee 
5 Backstage Wife (P&G. NBC) 2.868 $3 that the company was aware oO 
6 Wendy cave ons — (General Foods. CBS) = | Mr. Ream's intention to leave the 
7 a Perkins ( ) ni 
8 Be Sister (P&G, CBS) 2 654 62 broadcasting industry when Col 
9 rthur Godfrey (Liggett & Myers. CBS) 2.654 62 umbia was reorganized into divi- 
i Golding Light (P&G, CBS) 2611 6.1 sions several months ago and allo- 
cated duties wi s in mind. 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) ( 899) (2.1) S with this in 
1 Martin Kane, Private Eye (U. S. Tobacco, NBC) 1.669 39 
2 Hollywood Star Playhouse (American Bakers, NBC) 1.626 3s McAndrews Joins Ted Bates 
3 The Shadow (Wildroot, MBS) 1,584 37 Thomas F. McAndrews Jr., for- 
merly of Kenyon & Eckhardt, has 
“ cae 9 ban apes ows 4“ ynsodes = (3.0) joined Ted Bates & Co., New York, 
ater lay (Armstrong. m5 a & : . fe 
2 Grand Central Station (Tom Co., CBS) ..2.183 as a film producer in the TV com 
Stars Over Hollywood (Carnation, CBS) 2,097 49 mercial department. 


‘Speculative Presentations Helpful,’ 
B. T. Babbitt's Ad Manager Declares 


(Continued from Page 1) 
matter of speculative presenta- 
tions came up. I suggested they 
would be helpful, but did not in- 
sist on them. With very few ex- 
ceptions, the agencies agreed that 


| presentations would help them to 


clarify their own ideas. The few 
who said it was against their pol- 
icy to make specs eliminated them- 
selves. 

“If I were an agency man,” Mr. 
Gardner said, “I think I'd look 
upon speculative presentations as 
one of the hazards of doing busi- 
ness. They are necessary at times 
and come under the head of a cal- 
culated risk. I believe an agency 
should set up a special budget for 
making a certain number of rea- 
sonable specs each year. 

@ “I agreed entirely with E. L. 
Redden, advertising director of 
Motorola, when he said recently 
in an interview (AA, May 26) that 


he didn’t see how he could have 
made an intelligent choice of a 
new agency without speculative 


presentations.” 

After the number of competing 
agencies had been reduced to eight, 
as a result of discussions between 
Mr. Gardner and the agencies’ 
representatives, a screening com- 
mittee of five was set up by Bab- 
bitt to make the final selection. 

This committee was composed 
of Alan Mendleson, board chair- 
man; Sam Mendleson, president; 
Alton Mendleson, executive v.p.; 
L. J. Gumpert, director of sales, 
and Mr. Gardner. 


@ Interviews thereafter became 
more specific. The eight agencies 
presented results of research they 
had made and made specific pro- 
posals for marketing. 

After this round of discussions, 
the list was reduced to four final- 
ists. Each of these agencies—after 
a three-week interval—made de- 
tailed presentations and concrete 
proposals for advertising and mar- 
keting Babbitt’s products. 

The Babbitt committee used spe- 
cial score sheets for evaluating 
these presentations. Scoring was 
done strictly on a mathematical 
basis. Ten factors were used as 
criteria. Each factor was rated at 
15 points. 

Mr. Gardner said he was not at 
liberty to disclose all of the fac- 
tors, but he enumerated five: (1) 
marketing strategy; (2) experi- 
ence and estimated ability 
account executives; (3) media 
analysis; (4) evaluation of the 
agency's staff as a whole, and (5) 
an estimation of the agency’s cre- 
ative approach. 


@ “We were primarily interested 
in the agency people we would be 
working with,” Mr. Gardner said. 
“Experience and ability were ma- 


| jor 


of the} 


points, especially as far as 
account men were concerned. We 
wanted to be sure we would get 
account executives who were 
pushers, who wouldn't allow them- 
selves to be shunted aside by their 
own agencies and who would gi 
us our fair share of time and 
tention. 

“We also were interested in t 
over-all creative approach of t 
agencies to our specific marketing 
and advertising problems. H 
again,” Mr. Gardner said, 
were particularly interested in e 
perience and ability. We were ni 
influenced,” he noted, “by me 
cleverness in copy or art wor 
We evaluated that, of course, b 
were more interested in the qua 
ity of imagination brought to be 
on the over-all marketing probe 
lem—packaging, merchandisin 
point of sale, use of media, sal 
angles, etc. 


q 


6 “All four of the finalists,” 
said, “presented detailed materi 
and sound ideas. Evaluation b 
any other method than that whic! 
we used would have been diffi 
cult. It seemed to us, before t 
final interviews, to be the faire 
and most objective method w 
could use. And we are satisfied, 
now that our decision has been 
made, that it has worked out in 
the best interest of all concerned.” 

Asked whether the appointment 
of new agencies would mean a 
major change in Babbitt’s adver- 
tising, Mr. Gardner said he did 
not think so. A new advertising 
program will be worked out for 
both Bab-O and Glim. The budget 
will be substantially the same as 
it is currently—but he declined to 
specify the amount. 

Mr. Gardner said that “we have 


;}to work out a new type of cam- 


paign based on current conditions 
and trends and confidential data 
not available before.” 


@ Asked why two agencies had 
been selected, Mr. Gardner said 
that Dancer-Fitzgerald-Sample 
eliminated itself on the Glim ac- 
count because of competitive ac- 
counts in the detergent field. 

Mr. Gardner has been in charge 
of Babbitt’s advertising since last 
January. Before that, he was di- 
rector of advertising and sales pro- 
motion of Omar Inc., Omaha bak- 
ery chain, for four years. During 
this period, incidentally, the 
chain's sales increased from $21,- 
000,000 to $36,000,000. 

For seven years before that he 
was midwestern advertising man- 
ager of National Dairy Products 
Corp. in Chicago. He is a native 
of Kansas City, Mo. 

It will be early fall, he believes, 
before details of Babbitt’s new 
advertising program will be 
worked out. 
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AR (Continued from Page 2) 
ne and education in the use of dairy 
P products.” This sounds rather aca- 
Bi demic and unproductive Actually 
Soa the counci! operates as a highly ef 
o fective sales promotion arm of the 
Mae dairy industry 
: NDC likes to think of itself as 
= “conditioning consumer attitudes 
eo so that they are favorable toward 
? dairy foods in general As Lloyd 
H. Geil, public relations director of 
the council, puts it: “Consumer de 
ee mand tor dairy foods doesn't just 
§ i, happen. It must be promoted by 
dressing up each product so it has 
the come-buy-it appeal for all age 
: groups 
; @ The council attempts to do just 
; this by centering all of its atten- 
a4 4 tion on the population segment 
ee known as “the opinion leaders 


BUTANE-PROPANE 
CWS 


is first on my schedules 


- » « because | get com- 
| plete coverage with this 
|one publication in the 
* Liquefied Petroleum Gas 
iindustry. In 1951, 88 
‘leading manufacturers 
‘used B-P News exclu- 

sively to sell this mar- 

ket."’ 


EE 


. and because BP-News has 

D 5? yreater coverage of read 
ers on Bulk Plants who represent 
a5 of the industry s purchas 
ng power 

P Largest circulation, highest sub 
scriphon ite, and the highest 
tenewo!l percentage n the in 
dustry 

P The Pioneer Put t with 
more than 20 years editorial ex 
perience 

» Publisher | the y brary ; 
technical hooks Head yher 
for LPG. information since 193) 

» Seven Readersh p surve prove 
BP News first ch e by a 2? to 
majority 

D First in display and classified 4 
vertising for 13 years 

+. The highest subscr ption rate. the 
highest renewal percentage and 
the largest number of new t 


scriphron soles 


nation s 


Nat'] Dairy Council 
Does Intangible Job 


The following people are marked 
NDC as 210,000 
doctors 80.000 255.000 
nurses, 1,110,000 15,000 
40,000 home economists 


out by its targets 
dentists 
teachers, 


dieticians 


90.000 Red Cross workers, 2,000,000 
club leaders, 2,500,000 Parent- 
Teacher Assn. members 200 food 


newspapers 
and selected 


editors of magazines, 
and television 
government officials 

These 6,000,000 leaders are 
reached through the health educa- 
by the 


radio 


materials produced 
council. These include posters 
folders booklets, charts, films,! 
menus and recipes. These materials 
are used widely in and 
most of them are approved by the 
American Medical Assn. and edu- 
cational organizations 


tion 


schools 


e@ Of cour NDC is able to work 
on this level because milk has long 
been associated in the public mind 
health. However, NDC offi- 
feel strongly that this asso 
must continually rein- 
They that the 
opinion “occupy 
a position of great power. They can 
influence the nation’s buying 
habits along certain lines that it 
becomes obvious they are the ones 
to be sold first. If correctly 
informed, they could easily para- 
lyze the flow of dairy products 
And they could do it unintention- 


iu 


with 
cials 
qation be 


forced point out 


leaders 


not 


lally, through sheer lack of proper 


| formed to influence, they 


be in- 
must be 


information... .They must 


| urged to influence.” 


NDC has no consumer advertis- 
ing, but does back a year-long $60,- 
000 program in professional jour- 
nals. In 1952, through McCann- 
Erickson, the council will run two 
ads in home economics magazines 
six in teacher publications and 12 


lin medical journals 


® Much of NDC's promotion of 
dairy foods conducted without 
fanfare. For example, the council 
maintains a national professional 
contacts committee which does just 
what its name suggests: it contacts 
professional people. This commit- 
tee keeps a dossier of names, at- 
titudes specialties of doctors 


scientists 


is 


and 
and professional 
persons who concerned 


with nutrition problems. This com- 


other 


may be 


prehensive file is always being 
augmented by reports from NDC 
representatives who attend meet- 


ings and conventions during the 
year 
This behind-the-scenes work is 


to evaluate, qualitatively 
However, NDC feels it 
and eventually pays off 
in sales. In presenting its program 
to the industry, the council is con- 
tinually pointing out that the opin- 


difficult 
anyway 
valuable 


1s 


ion leaders reached by NDC are 
actually “unpaid salesmen for the 
dairy industry.” What about some 


} question by 


tangible proof, though’? Asked this 
AA, Milton Hult, NDC 
president for the 14 
cited a number of examples 


past vears, 


®@ He recalled that in 1943, when 
the government issued its manual 
on “The Basic Seven Food Groups,” 


| did a study which 


milk and cheese were listed in the 


dairy group, but ice cream was 
left out. On checking, the ice} 
cream manufacturers found their 


product had been classified in the 


candy or 


luxury class 
Using its contact list, NDC went 
to work, said Mr. Hult, and got 


the Production Marketing Admin- 
istration to admit that cream 
had been improperly classified. As 

the government quickly 
its manual to include ice 
cream essential food. Mr 
Hult pointed out that this was ex- 
tremely important at the time, be- 
cause it enabled the ice cream in- 


ice 


a result 
revised 


as 


an 


dustry to get a priority position for 


tires, steel and ot»er scarce mate- 
rials 

Then, there was the fight NDC 
waged against the publicized 
theory that eatir foods high in 
cholesterol conte st—dairy foods, 


eggs and meats ids to increased 
cholesterol in the blood. (Choles- 
terol formation i been given 
as a possible caus: of hardening of 
the arteries.) A w years ago a 
magazine feature such claims in 
an article and thi. started an NDC 
investigation. Wit the help of the 
contacts committ« NDC immedi- 
ately found “the richt man” to con- 


duct a study. He Dr. A. Keys 
at the University of Minnesota, an| 
authority in this field 


ship, Dr. Keys 
found that chol- 
the blood has 


With NDC spon 


esterol content i: 
nothing to do with what you eat 
These scientific studies sponsored | 
by NDC come under the heading} 
of “protecting the dairy food mar- 
ket.” They are made possible by 
the council’s standing in profes- 
sional circles organization 
legitimately engaged in nutrition 
research In their statements, 
dairy industry leaders that 
without NDC many false state- 
ments about milk products would 
go unanswered 


as an 


say 


@ As a further proof of NDC ef- 
fectiveness, Mr. Hult noted a study 
made by the business school at In- 
diana University. This was an at- 
tempt to determine advertising 
costs for fluid milk. Sponsored by 


the Milk Industry Foundation, 
Washington, the survey found that 
in 1947 the national average for 
such advertising was 0.0077% of 
total fluid milk sales. And in 1949, 
the figure was 0.0078%. Mr. Hult 
compared these figures with the 


ones presented by AA, April 28 
AA's tabulation showed a 1948 fig- 
ure of 1.170% for food and kindred 
products and 2.756% for bever- 
ages 

Mr. Hult conceded that milk may 
be an easier product to sell than 
others, but he the work of 
NDC in pre-conditioning the mar- 
ket “helps to sharpen the effi- 
ciency of the advertising dollar 
spent by the American Dairy Assn 
and individual dairy companies.” 


said 


®@ Still another proof of NDC po- 
tency is offered in the work of the 
60 affiliated counci! units through- 
out the nation. These are referred 
to as “a network of sales centers 
for the dairy industry” and their 
progress reports back up this 
claim 

Recently, the NDC unit in Con- 
necticut reported that the total 
fluid milk consumption in the 
state increased 61 from 1938 to 
1948: and the dairy council in 
Winston-Salem and _ Lexington, 
N.C., reported that fluid milk sales 
in that area jumped 86% from 
1946 to 1949. The latest year for 
which national figures are availa- 
ble, 1943, shows that the increase 
in milk sales was 81% greater in 
markets covered by NDC than in 
those markets which had no dairy 
councils 


The annual NDC budget is $300,- 
000. This sum is put up by (1) 
milk producers (dairy farmers 


provide this through the American 
Dairy Assn.); (2) processors and 
handlers of dairy foods (ice cream 
funds are received through the 
International Assn. of Ice Cream 


Manufacturers); and (3) manu-| 
facturers and of dairy 
equipment and I This 
supplemented by more than 
000,000 raised and spent annually 
by the local units 


jobbers 


supplies is 


@ The relation of local bodies to 
NDC is one of practice to theory 
Each year NDC produces some 
11,000,000 pieces of material. The 
local units buy these materials on 
a cost basis and responsible 
for getting them used by schools, 
doctors, civic organizations, news- 


are 


$2,- 
roe 


‘Ww 
eJuene is Dairy Month i" ore cooperating 


THE DAIRY INDUSTRY AT WORK—These are examples of the work done by the 
National Dairy Council. On the left is a poster produced for June Dairy Month. 
On the right is an ad which will be run by NDC in the September issues of the 
American Journal of Nursing, Grade Teacher, The Instructor, Journal of the 
Journal of the American Medical 
Home Economics and What's New in Home Economics. 


American Dietetic Assn., 


papers and other groups which 
have contact with broad masses of 
people 

NDC prides itself on not operat- 
ing via gunshot distribution. The 
materials produced are not 
dropped on doorsteps or handed 
out in the streets. The emphasis 
always lies in use in a specific pro- 
gram. NDC estimates that 75% of 
the materials it made last year 
were used in local dairy council 
programs 


®@ This stress on use is reflected in 
the semi-annua! reports filed by 
local dairy councils on their activ- 
ities. A summary of these reports 
for the January-June 1951 period 
shows that 56 local units held: 

l. 44,789 personal conferences 
with leaders, a 41% decrease from 
the corresponding 1950 period. 

2. 11,540 meetings, a 9.2% 
crease from 1950. 

3. 17,839 film showings, a 44% 
increase over 1950. 

4. 22,489 days of displays or ex- 
hibits, a 39% increase over 1950. 

While doing hardly any adver- 
tising, the local councils are able 
to get what some call “free adver- 
tising” in the news columns. Thus, 
this same summary shows that the 
local units got a total of 573,693 
lines in newspapers and 11,460 
minutes on radio and TV. One 
NDC unit even reported that “if 
space given by newspapers and 
radio were figured at advertising 
rates, we would find that council 
contributors receive a $10 value for 
each dollar put into the program.” 


de- 


8 One of the biggest battles which 
NDC fight: for the dairy industry 
is in the field of diets. The council 
publishes a voluminous amount of 
recipes and menus and also fi- 
nances studies which show the im- 
portance of dairy foods in diets. A 
particularly active campaign has 
been waged against proposed diets 
which exclude certain dairy foods 
on the ground that they are fat- 
tening. 

For the past few years the coun- 
cil has been supporting research 
at Michigan State College on 
weight reduction through diet. 


webu cOUNCH. 


Assn., Journal of 


This study shows “that highly 
satisfactory results are being 
achieved by overweight persons 
who are reducing on a diet which 
includes dairy foods in every 
meal.” ‘ 


A 15-minute sound movie based 
on the Michigan State research 
was made by NDC for use by 
council units. The film portrays 
21 adults who took part in the 
study, showing their progress in 
weight reduction over a period of 
four months. 


® Another important function of 
NDC is serving as headquarters 
for June Dairy Month, a promo- 
tion sponsored by 10 industry-wide 
groups. To support the heavy con- 
sumer ads placed by individual 
companies and the American Dairy 
Assn., the council directs the prep- 
aration of a _ publicity manual 
which includes: news _ releases, 
promotion suggestions, proclama- 
tions to be signed by governors 
and mayors, speech material, ra- 
dio spot announcements, television 
scripts and ad copy. The manual 
takes advantage of every ‘oppor- 
tunity for publicity. One page, for 
example, reads: 

“Newspapers are always in need 
of fillers for their columns. We 
suggest you use these during June 
Dairy Month: 

“DID YOU KNOW? 

“—that one of the most effective of all 
burn treatments has been developed from 
milk? 

“that when Caesar invaded Britain in 
50 B.C., he commented on the fact that 
Britons had an abundance of milk, but 
did not know how to make cheese” 

“that the annual production of butter 
in the United States has more food- 
energy value for human beings than the 
mechanical energy which Hoover Dam 
generates in a year?" 


8s “How Americans Use Their 
Dairy Foods,” the council's 1952 


SPECIAL DIVIDEND DECLARED* 


If you advertised lost year in the RICH- 
MOND (Calif.) INDEPENDENT . you 
probably have an Earned Merchandising 
Credit 

*Why not find out? Contact Win Smith 
Advt. Mgr. 


The Fabulous Southwest 


The Nation's Largest Trade Territory 


had DRUG SALES 
of 
$17,397,000 in 1951 


241 & increase over 1940 


Two Separate Newspapers — 27¢ Buys BOTH! 


The El Pasn Times 


An Independent Newspa 
Morning and Sunday on 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 
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statistical report, 
dairy food market. 
shows that, in 1951, Americans 
drank 16% more milk and cream 
per person than they did before 


World War II. The council points | 
out that this per capita gain was} 


racked up despite the big increase 
in U.S. population between 1940 
and 1950. 

Cheese consumption during 1951 
was 31% 
level and ice cream 
whopping 72%. 

On butter, there is no doubt that 
the dairy industry has taken a 
beating from margarine. 
consumption in 1951 dropped 42% 
below the 1935-39 average. How- 
ever, NDC officials are quick to 
point out that this decline has been 
accompanied by a shift in utiliza- 
tion of milk fat. The dairy farmer 
is diverting less of his product to 
butter. Instead, more of the fat 
solids are going into fresh whole 
milk, ice cream and other products 
using both fat and non-fat solids. 
Twenty-five years ago, butter was 
the product which contributed most 
to the consumption of milk fat— 
46%; another 43% was consumed 
as milk and cream. Today, more 
than 50% of milk fat is consumed 
in milk and cream, while butter 
accounts for only 27%. 


was 


® Milton Hult, NDC president, be- 
lieves the figures on milk produc- 
tion (up 10,000,000 pounds since 
1940) and consumption speak for 
themselves. He said they give 
“proof to the vaiue of the dairy 
industry’s programs of research, 
education and promotion.” 

The NDC, he added, is an ex- 
ample of how “at least one indus- 


try has been able to establish sales | 
through | 


machinery that follows 
every step of its program from the 
initiation of a pure research pro- 
gram, through indoctrination of 
national leaders, on down to appli- 
cation of this research by the con- 
sumer at home.” 


Procter & Gamble Appoints 
Hayhurst for Camay Soap 
Procter & Gamble Co. of Can- 
ada, Toronto, has named F. 
Hayhurst Co., Toronto, Montreal 
and Vancouver, to handle adver- 


tising for its Camay soap in Can-| 


ada, effective Oct. 1 

This appointment, according to 
P&G representatives, marks the 
first time that the advertising for 
a P&G product has been handled 
by a Canadian-owned agency. The 
account previously was handled 
by Pedlar & Ryan, New York. 


Philco Buys Overseas AM 
Philco International Corp., Long | 
Island City, sponsored radio cov- 
erage of the Republican conven- 
tion in Chicago 


ate, Mass. 


on the World Wide Broadcasting 
Corp. station was bought direct 
by Philco International, a sub- 
sidiary of Philco Corp. (Hutchins 
Advertising Co.). The latter spon- 
sors the AM-TV coverage of both 
political confabs in the U. S. over 
NBC. 


WAKE Names Keller 


WAKE, Greenville, S. C., has} 
New | 
York, as its sales promotion rep-| 


named Robert S. Keller Inc., 


resentative. 


outlines today’s , 
The report! 


higher than the prewar | 
up a} 


Butter | 


last week over! 
short wave station WRUL, Scitu-| 
The broadcasts were} 
beamed to listeners in the West} 
Indies, Central and South Ameri-| 
ca and the Caribbean area. Time) 


BY THE NUMBERS—Sampling the new 1492 cocktail at a party given by Cosmo- 

politan in the Stork Club are Ernest Beattie (left), president of Browne Vintners Co., 

and Joe Greene of Cosmopolitan. Looking on is Lynn Boker, 

agency bearing his name. The cocktail, made with Christopher Columbus rum, dis- 
tributed by Browne, is now featured in four-color magazine copy. 


president of the 


Three N. Y. Dailies 
Issue Big Study on 
Metropolitan Market 


New York, July 8—Three New 
York newspapers—the Mirror, 
News and Times—today issued 
what is reportedly the most ex- 


York market. 
The 160-page study covers all 


and 21 suburban counties. Each of 
the boroughs is broken down into 
116 neighborhoods. Also shown are 
the number of retail outlets by 
type 
volume in 232 towns of 2,500 popu- 
lation and over in 21 suburban 
counties. 


s “It is not enough to know that 
14,232,161 people in the New York 
market spent over $14 billion a 
year in over 190,000 stores, gas 
|stations, ete.” the introduction 
| says. “The business man must also 
|know where the most profitable 
areas are, where he should con- 
centrate his merchandising, his 
|point of sale displays, his dealer 
|cooperation, his advertising ef- 


| forts.” 

The study is described as “a di- 
rection-pointing, range-finding 
tool to help the business man set 
his sights for greater sales and 
greater profits in the New York 
market.” It is also suggested as an 
}aid in samplings and special sales 
| tests and in allocating salesmen to 


| areas. 


_ANPA Studies Column Widths 

Charles F. McCahill, president 
of American Newspaper Publish- 
ers Assn., has announced member- 
ship of the committee on column 
widths authorized by ANPA board 
of directors. W. L. Fanning, West- 
chester County Publishers, White 
Plains, N. Y., is chairman. Other 
members include Richard W. Slo- 
cum, Philadelphia Bulletin, vice- 
chairman; Lynn N. Bitner, Gan- 
nett Newspapers; W. G. Chandler, 
Scripps-Howard Newspapers; Wil- 
| liam Dwight, Holyoke Transcript- 
| Telegram; Chas. J. Hentschell, St. 
| Louis Post-Dispatch; Richard Lloyd 
Jones Jr., Tulsa Tribune & World; 
Gene Robb, Hearst Newspapers, 
and Russ Stewart, Chicago Sun- 
Times. 


Repeat Orders From 
* CAMEL CIGARETTES 


Reon DECAL 


NO ADHESIVE—NO MOISTENING— YET IT 
STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, because Deolers say “Yes” of first 
glance. It's a new type of plastic decal that is revolu- 
tionizing point of purchase merchandising. Soves its 
Own cost on 
details write 


the AD-STIK Company 


"The P.O.P. That's TOP 


for Impulse Buying! 


“put-up time” clone. For samples and 


5850 Center Ave. + Pittsburgh 6, Pa. 


tensive analysis that has been pre- | 
pared of retail trade in the New) 


Weiss Geller), 
five boroughs of greater New York | (Weiss & Geller 


of store and their annual) 


Lucky Strike Offers Quiz 

“Your Lucky Clue,” a new 
mystery quiz program with Basil 
Rathbone as emcee, will be pre- 
sented over CBS-TV at 7:30 p.m., 
EDT, this summer as a replacement 
for the vacationing “This Is Show 
Business.’ American Tobacco Co., 
New York, is the sponsor; Batten, 
Barton, Durstine & Osborn is the 
agency. 


‘Guess What’ TV Panel Bows 


Wine Corp. of America, Chicago 
is sponsoring a 
new panel quiz show, “Guess 
What?” over the DuMont TV net- 
work, Tuesdays, 8-8:30 p.m., CDT, 
for Mogen David wine. 


FC&B Appoints Weenolsen 


Robert Weenolsen, formerly ra- 
dio program manager of Young Barton, Durstine & Osborn), is 
& Rubicam and head of the radio- sponsoring a new sports quiz 
TV department of Sherman & Mar- Thursdays at 10:30 p.m., EDT, ov- 
quette, has joined Foote, Cone & er NBC-TV. Joe Boland is mod- 
Belding, New York, as radio-TV erator for the Louis G. Cowan 
account executive for Liebmann produced program. 


Breweries. 
Motorola Buys ‘True Detective’ 
Motorola Inc., Chicago, is spon- 


Ethyl Corp. Buys TV Show 
Ethyl Corp., New York (Batten, 


Sheatter Pen Promotes Troy 


W. A. Sheaffer Pen Co. Fort) soring “True Detective Mysteries” 
Madison, la., has promoted F. E. on Mutual on alternate Sundays, 
Troy to merchandising manager.) 5: 30-6 p.m., EDT. Oh Henry candy 


Mr. Troy has been with the com- bar is the other sponsor. Ruth- 
pany since 1940. Previously, he rauff & Ryan, Chicago, is the agen- 
was sales manager for Sheaffer's cy. 


centrat division. 
Transfilm Names Klaeger 
Feigen Joins Robert Otto Robert Klaeger, formerly head 
James Feigen has resigned as of motion picture production for 
v.p. of finance of Elizabeth Arden Transfilm Inc., New York, has 
Sales Corp. to join Robert Otto & been appointed v.p. in charge of 
Co., New York, as treasurer. production. 


merchandising HELP 


We'll help you reach and sell Army, Novy and Air Force personnel, and their 
dependents, all over the world. We'll help you in every way, before you actually 
start advertising. Just ask! Our compete 10-point Merchandising Plan and the 
facilities of our Merchandising Service Bureau are available to advertisers in the 
“TIMES” group of weekly service newspapers. Optional coverage, through selection 
of editions published at home, in Europe and in the Pacific, plus merchandising 
services, permit tailor-made programs for this highly specialized, highly profitable 
field rep ti iti of . Write for complete information ond free 
dato book ° ‘Mass Selling & Sampling to the Milli . Address nearest advertising 
office in list below. 


Army Times — Ai Air Force Times — Navy Times 


: Audit Bureau of Circulations 
The Network of Westy |  nanclbage reaching the U. S$. Armed Forces tverrwhele 
' 
j 


Advertising Offices: 
Detroit: Guardian Building 
les Angeles: 6399 Witehive Bivd. 
ong F i 
y R. W. McCarney, 1015 Chestnut St. 
" Also: LONDON — FRANKFURT — TOKYO 


Washington: 3132 M. St., N. W. 
New York: 41 East 42nd St. 
Chicago: 203 N. Wabash Ave. 
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R. H. EATON 
Treasurer 
ALD, INC., 


HENRI, HURST & MeDON 
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“I read | 
two different 
copies of 

Advertising Aga 
each week” 


hicago, Ill. 


We asked Mr. Eaton to tell us 


he prefers to have Ad Age delivered 


to his home—and here's what 


“T actually read two different copies of AA 
a quick-reading of the office 


each week . . . 
copy first thing Monday morni 


then a leisurely, careful reading of my per- 
sonal copy at home Monday night! 


“Keeping abreast of the many 


changes in today’s advertising and market- 
ing picture is, in itself, no small job. 


“In my desire to streamline this assignment, 
yet get all of the news early, authentic, and 


complete, I find that Advertising Age is in- 
valuable. I play safe by having AA deliv- 
ered to my home where I can give it the 
attention it deserves.” 


why 
he said: 


Mr. Eaton is playing it smart and safe— 
and you can, too, by having AA delivered 
to your home for a full year at only $3. 
Just mail the coupon below TODAY— 
and we'll start your subscription with 
next Monday's issue and—send you AS A 
GIFT—a copy of Jim Woolf's “Salesense 
In Advertising”, a booklet containing re- 
prints of his best articles written espe- 
cially for Advertising Age. 


ng... and 


significant 


ADVE 


Please 


with your 
home subscription 


Dept. J14, 200 E. Ilinois St., 


RTISING AGE 
Chicago 11, UL 


enter my l-year subscription to Advertising Age and mail it to my home address. 


I am to receive FREE a copy of James D. Woolf's “Salesense in Advertising”. 


My name____ Sa tanetesieancnics 
Company____ ER NT 
[] Home Ic 

©] Company 5 ~*"e*t : Se ee ee 
a icin Zone State 


(— My check for $3 is enclosed. (0 Bill me later. © Bill my firm. 
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Jones Declares ©. 0 S08 
Slander Suit 7 ive stentent “autora 
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ed the put ' ! f tate 
Is Groundless eaeernbainioear 
@ The Sche eler plaint 
finued {re h’a it nd ambiguou the motion 
district court. the | nt mitinue that defendant hould 
the plaintiff f t not reasonably be required to pre- 
gainst the defendant pare a responsive pleading The 
h relief © granted efendant asks each plaintiff 


t cause of actior rd- furnish a re definite statement 
Jone notior purport f their respective claim 
framed in bot bel and B more lefinrite tatement 
it it tute n to is the defendant include uch things 
landerous per se. and there i i hiairr for alleged special dam 


Avda Journal 
CIRCULATION OVER 46,000 


be no single acti 


mailed out by tt Poor Richard 
Club of Philadelp!ia prior to Mr. set forth the entire article consti- 
Jones’ talk before that group last tuting the alleged libel, 


sent a telegram nc 


ages and the fact that “there can he was instituting a $1,000,000 con- 
to recover all spiracy suit against a group of his 


the damages for joint libel or employes 
lander.” The Jones attorney, Thomas F 
If the complaint \s not dismissed, Boyle, filed an affidavit 

the defendant w request “each port of the motion, reiterating some 

of the plaintiffs t. separately state of its charges and making 

and number each their claims or tional ones 

causes of action it herein dis- 

missed @ None of the plaintiffs has been 
specifically identified in the pub- 

@ Further, the m« ) Says, in the lications alleged, the affidavit says, 

event certain ott causes of ac- and if there is libel per se, special 

tion are not dismis ed by the court, damages must, and have not, 

the defendant mo to strike par- alleged 

graphs 6 and 3 f the suit as If the complaint is not dismissed, 

redundant, immatcrial and irrele- the defendant will “assert differ- 

vant.” ent defenses and counterclaims 


Paragraph 6 ret 


Oct. 23. The post is were head- has failed to do, thus taking 
lined, “Dirty Linen Special.” statement out of its context. 
Paragraph 38 ts 16 business plaintiffs have also disregarded the 
papers and newsjp capers and their elementary rule that a single pub- 
circulations. A previous paragraph lication cannot be split up so as to 
refers to these iblications as set forth separate claims 


among those to hom Mr. Jones upon separate statements contained 


fying them that in said single publication 


to postcards against the several plaintiffs.” 
“Plaintiff should be required to 


To give warning at the first signs of danger! 


This is the eerie, glowing face of a skiatron—a 
device that presents in pictorial form the information 
gathered by surveillance radar. The skiatron is one small 
part of our expanding radar network — designed to give 
Warning at the first signs of danger 


Like these electronic watchers of theskies, Ariation Aye 


has repeatedly proved its ability to recognize danger 
and give warning long before others are aware that 
danger exists 


Years ago, Ariation Age began to publish detailed, 
hard-won information about Russian air power. The 
combat planes Russia had in the skies, we could match 
only on the drawing boards and it takes 5 to 9 


Vears to go from blueprint to flight! 

In a time of cut-backs and complaceney, Ariation Age 
thus gave warning of danger. The factual evidence it 
presented, in issue after issue, was picked up by all the 
news services. Its warnings were echoed and re-echoed by 
hews magazines, newspapers, radio and TV network broad 
casters—-even on the floors of Congress. Ariation Age 
became the most quoted magazine in its field... with 
good reason 


For Ariation Age speaks with authority. Its facts 
have always been double and triple checked. Arration Age 
has always recognized that it serves an industry of 


paramount importance to the national safety, and has 
never sacrificed accuracy for the sake of sensationalism. 


Nor has it been afraid to publish unpopular truths. 
Ariation Age was among the first to argue that American 
fighter aircraft should carry heavier guns. Today, our 
planes are being designed with cannon and rockets. 
Aviation Age was also among the first to point out the 
need for a substantial German contribution to NATO. 


These are only a few of many similar examples. The 
cumulative effect has been to make Ariation Age the 
authoritative spokesman of the industry it serves... 
recognized by al! 
its field. 


concerned with aviation as a leader in 


Aniation’s Technical Magazine 


iation Age 


A CONOVER-MAST PUBLICATION © ™ 
205 East 42nd Street, 
ood New York 17, N. Y. 
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“The plaintiffs have violated this 
rule by using the ADVERTISING AGE 
issue of Sept. 3, 1952 [sic], as a 
basis for the ‘third cause of action’ 
set forth in the complaint and then 
again, using another excerpt of the 
same issue for...part of the ‘sev- 
enth cause of action’ and for this 
reason alone both of these causes 
of action and more particularly 
the third, which is based solely on 
this issue of ADVERTISING AGE, 
should be dismissed.” 


@ While the AA issue referred to 
in the motion is cited as “Sept. 3, 
1952,” what is meant is the issue of 
Sept. 3, 1951. In this issue AA car- 
ried an exclusive interview with 
Duane Jones 

If the complaint is not dismissed, 
the affidavit continues, the defend- 
ant will request an order requiring 
the plaintiffs “to set forth the en- 
tire context of the article or arti- 
cles constituting the alleged libel.” 

The dismissal motion will be 
brought to court for a hearing on 
July 22. If it is not then dismissed 
on questions of law, Duane Jones 
will have ten days in which to file 
an answer to the suit. 


FTC Tells Britannica to 
Stop School Benefit Claims 
The Federal Trade Commission 
has ordered Encyclopaedia Britan- 
1ica Inc., Chicago, to stop imply- 
ing, in its sales literature, that its 
sales plans are designed primarily 
for the benefit of schools or of any 


‘particular school. Hereafter, EB 


must not use the words “school 
idvancement plan” in its promo- 
tions, according to FTC. 

The company also was ordered 
to cease claiming its sales plans 
are under sponsorship of a school 
or its officials without obtaining 
consent; that selling prices are spe- 
cial, reduced or applicable for a 
limited time only when actually 
the prices are unchanged, and that 
its books are essential to the prop- 
er preparation by pupils of their 
homework. 


Robert McCoy Succeeds 
Father on Waterloo Paper 
Robert J. McCoy has been ap- 
pointed editor and general man- 
ager of the Courier, Waterloo, Ia. 
He succeeds his father, Jackson 
McCoy, who died June 27 follow- 
ing an emergency appendectomy. 
Robert McCoy has been service 
manager of the daily and a mem- 
ber of the staff since graduation 
from the University of Wisconsin 
in 1946. W. H. Hartman Co., pub- 
lisher of the paper, has also elected 
Mr. McCoy  secretary-treasurer, 
and Karl C. von Lackum v.p. 


Brown Joins McG-H Book Co. 

Emerson Brown, senior editor of 
Harcourt Brace & Co.'s professional 
education books for the last ten 
years, will join McGraw-Hill Book 
Co. July 15 as general manager of 
the school department. 


WE BOUGHT 
HADACOL 


(The Bulletins, That is!) 


SPACE BUYERS, ADVERTISING 
MANAGERS, AND SALES MAN- 
AGERS HAVE THE OPPORTUNITY 
TO ACQUIRE THE USE OF THE 
EXCEPTIONLLY FINE PAINTED 
BULLETINS. CHOICE MAJOR AR- 
TERIAL HIGHWAY COVERAGE IN 
EAST TEXAS, LOUISIANA, MIS- 
SISSIPPI, ALABAMA, AS WELL 
AS PARTS OF FLORIDA AND 
ARKANSAS. 


350 BULLETINS IN ALL. 


COMPLETE INFORMATION ON 
REQUEST 


MORIARTY ourooor 


ADVERTISING CO., INC. 
P.O. BOX 1924, BATON ROUGE, LA. 


‘5 -_ ian! © mt i & - oka 
5 eet Ms Vis Rr ey i F ee ; mie fr f z agit Sak 3 te 
oo ee Oy gear a] ‘ us 2 Sy roaeen S79 Tha Beat re oe 
a i Red Aste oe ie oe Gas ae a hay : S re ee Ve. Ma S ba ae . : we min es 8 . a - eo ee 
> <a 
é sid 
Pate 6 ee 
| ; ee 
t : 4, 
+ p 
hong 
he 
Oat pt Z 
1 y = 
rt a ' 
shy & : ing , 
aS i to } 
. er not 
e ‘ 
Euks ; | 
or . Sula \PoPuLanon (current estimate ) 
AS ns ? to y 
ms 36s OIA 
a. BoM ne : ; 
es —, 4 
re ee | 
a ie oe ics nae a ee 
ea at 
=i 7 ro 
aS v g ; i. 2 for! Mep TEMAS DAILY PRESS LEAGUE inc ri 
=") a 
here ) eae 
iar lp : 
yn 
pr hs A 
2, ; ~ 7 ¢, ¥ 7 ri 
awe f a : “3 * & i " ci gat eet een MR ens : st 
we. SiMe oe any 5 eee “a fees ‘ ae 
Ee | ote a ae : eee é ; es eae are om es : - 
Aer re 4 he eo geen Pele Stiga eae ie ee OS a “ el é , a 
— w f ay = pr " ‘ i 
——— soe . A 4 _ a & eh ee, +e ae Px x ae : 
ee - Seek ie Sv 0). ie re 3) a a <n ie ie es he i ee é 
care! ; d } hive ea pe ae § 
Py (els aa | aan : bn pe ve ‘ pe 
ch. “a eae ot : n eS) cd ; ase . 
up ree P, , ‘ ee, - — (ets ; a ; 
v4 ¢ - * E Yael iis f he P he i eM be 4 
a id 4 J ? - 7 : eet) . 
gta ee 4 “, i ee ee ( - er ae 
; 4 ’ i 7 ; ° . > : ct = i k 
A te : ' be | 
con oA . ‘ — * ; ie : po : 
rite é : ae ‘ . “ ° C tig - q 
aoe I ; am . . aes 
ae | ait ’ et Be 
Yee, an - * = > “ . = } 
Fe eae [ * i. ‘ . a 
4 uy " : ey en , r Lo] 7 ‘4g 
” _— 
ee i ty . a 
eek ; a 2. j 
ace i ‘eae : bs ” oa 
"3 : oa 4 . 
« RS : . - % - - © Bei B. bs 
ae a “ , ge 
oe & + 4 
4 H y ) s 
ome i oR Fo Zi 
Lea, cq a . * a 
7) ; ae i , / , 
ts : — -: P se 
ae 9 ' , i Ponee 
: Fe Ae <5 oat 
ihe. 4 ia 
ad - ae 4 ‘ i bs 
eg aa ak Min : —. ll 
ft ; ne , — . " — : 
Ore : : i. a —_— ae 
Lhe ; : ae of, a _ Po 
OY nail af ‘ ; a r = : ae 
: ee it ( “ Size i i a a? ih o =... i ft : 
hh Rey ’ ORES hea 1 A es ' Be.» “4 tee “a 
Fi } ni a aie... 4 Wt eae ¢ Hy is 
cae j ok a : - mh E Sis 
[- Be. :. ei * ‘ f ie 
es oe if G Be ay - ioe =a % ie j 
aed 
mamta eae 
ote i Tod ‘ 
He & 
af. 
1. : - ee 
bite ¢ 
y Po 
4 fits | 
ee | 
eee 
Hes ' 
et ies } 
2 ta 
Fy 
ert ; E 
1 Nie i 
mh ne 
2. ie 
Os: 
Met 
Sy. 
re Ps . 
“ 4 
es. ee 
asa Os 
use CC 
, ie, 
ay ie . A 
aes 
Sa eae 
ey Bi ca's 
es) ee 
BiG) 
ae is 
ay Po 
eet! 
ames 
Wie SL 
bein’, 
Tdi jb: 
ett sad ~ 
K @ — eS 
a ae Lg - ® en ; ba 
a Ne ius ; “ * Bak 3 a | x ey Hae ies x Ue = a as a ae ea > ~ eee a aie 
Fn Ste ee ary Sree % = a re oie a Pes) ae hea fake Zoe : Re ad Bs Rae "Pls al oi. | ~ae s 


: 
i 


WILL YOU BE AFRAID 
10 GQ Home? 


POLITICAL ADS—The Citizens for Taft Committee ran the page color ad on the 
left in the Chicago Tribune during convention week. It reportedly is the first time 


a full-color political ad hes been run 


Philadelphia Veterons for Eisenhower ran 


small-space ads like the one on the right in Chicago papers, urging Pennsylvania 
delegates to vote for Eisenhower. 


Taft-Ike Scrap 
Nets Newspapers 
$77,131 in Ads 


(Continued from Page 1) 


told AA. “There isn't any real 
fight involved.” 
Here's how the four Chicago 


dailies fared in the allotment of 


political advertising: * 

Lines Dollars 
Herald-American 19,100 25.447 
Daily News 15.230 19.038 
Sun-Times 6,000 8.100 
Tribune 14,418 24,546 


*Linage figures for the Herald-American and Daily 
News were obtained from the respective papers 
figures for the Sun-Times and Tribune are Media 


Records figures 
Only one candidate broke out 
in tuli color, and that was Sen 


Taft. A four-color ad promoting 
Taft's candidacy appeared in the 
Tribune, and the paper said it was 
the first color ad ever to be used 
for a political candidate. 

The heavy radio and TV cover- 
age of the convention came off 
about as expected, with a few 
minor hitches. In some instances 
where the four networks had 
agreed to pool their resources a 
slight mixup developed. In one 
case, for example, a network had 
run in a bootleg camera, whereas 
all the other nets were using pool 
cameras. 


New Photographic 
Quarterly Planned 


New York, July 10—A new 
quarterly, Industrial Photography, 
will be issued in October by Pho- 
tography in Business Inc., an af- 
filiate of Photographic Trade 
News Inc. 

Designed to serve management 
and technicians in industry with 
new ideas, materials and methods 
on uses of functional photography, 
the new magazine—according to 
its publisher Samuel G. Krivit- 
will be the only publication spe- 
cifically created as a guide to 
practices of photography in busi- 
ness. 

The one-page, one-time base 
rate will be $600. The magazine 
will be standard size. James S. 
Watkins is eastern advertising 
manager and S. W. Pattis, west- 
ern ad manager. The first issue 
will have a guaranteed circula- 
tion of 25,000 and will be dis- 
tributed through dealer franchises. 
Application will be made for Con- 
trolled Circulation Audit mem- 
bership. 


Esso Urges Sate Driving 

Esso Standard Oil Co., New 
York, has begun a series of car- 
toon-type advertisements, urging 
safe driving, in more than 400 
newspapers in the 18 Esso selling 
states. Running through the sum- 
mer, the campaign is supported by 
safe driving messages on radio, 
television, 24-sheet posters, maps 
and sales promotion pieces. Mc- 
Cann-Erickson, New York, is the 
agency. 


Burroughs Proposes 
to Appoint Dealers 
for the First Time 


Derroir, July 10—Burroughs 
Adding Machine Co. today an- 
nounced a new program under 
which it will make its adding ma- 


chines available to ‘consumers 
through retail stores and local 
dealers for the first time. 


For many years, Burroughs has 
confined its distribution to direct 
company representatives. Under 
the new plan 15 hand and electri- 
cally operated models are being 
released for sale by dealers se- 
lected by the company. 

In explaining the reasons for its 
decision, Burroughs’ executives 
pointed out that few businesses to- 
day can operate efficiently without 
adding and cash registering ma- 
chines. 


® As a result, company spokesmen 
continued, “it has become increas- 
ingly difficult to meet the demand 
exclusively through Burroughs’ 
own sales organization.” 

| Burroughs officials pointed out, 
| however, that the “larger systems- 
type accounting, statistical and 
microfilming equipment will be 
available as in the past only 
ithrough the company’s sales 
branches, where trained repre- 
sentatives can give customers the 
}technical assistance in methods 
and systems required for its proper 
use.” 

The program of appointing 
|dealers will be undertaken im- 
|mediately and delivery of ma- 
| chines is expected to begin within 
a few weeks. 


Lorillard’s Plea 
Against CBS Lost 


New York, July 10—P. Loril- 
lard Co., New York, will not re- 
veal at this time what further 
legal action—if any—will be taken 
in its differences with CBS Tele- 
vision. The tobacco maker's ire 
was aroused when CBS asked the 
company to move “The Web,” 
sponsored over CBS-TV in the 
same time spot for two years by 
Embassy cigarets, to make room 
for a leading competitor, R. J. 
Reynolds Tobacco Co. 

Lorillard’s first legal maneuver 
—a plea for a temporary injunc- 
tion against the network, filed in 
New York supreme court—was not 
successful. The company's plea— 
that a contract Lorillard has for 
the program for coming months 
was also binding on facilities—was 
turned down 

Robert M. Ganger, president of 
the tobacco company, would not 
comment. He said a_ statement 
would be released at the proper 
time. Meanwhile, “The Web” is 
not being seen on TV, and Em- 
bassy has no video show on the 
air. 


Last Minute News Flashes 


Bendix Names Earle Ludgin & Co. Agency 

Soutn Benp, July 11—Bendix Home Appliances, a division of 
Aveo Mfg. Co., named Earle Ludgin & Co., Chicago, to handle adver- 
tising for its line of home appliances today. Tatham-Laird, Chicago, 
which has handled Bendix since March, 1946, had announced last year 
(AA, Sept. 10, 51) that it would resign the account about the middle 
of 1952, when Bendix would introduce an electric refrigerator, T-L 
already has the Admiral refrigerator account. Bendix has not an- 
nounced plans for its refrigerator as yet. Earle Ludgin has resigned 
the account of Hamilton Mfg. Co., Two Rivers, Wis., which is a com- 
petitor maker of home dryers. Hamilton has named Richard H. Brady 
Co., Stevens Point, Wis., which has been handling advertising for its 
other six divisions, to take over the home dryer account 


Lever Tests Pepsodent Chlorophyll in Four Cities 

New York, July 11—The Pepsodent division of Lever 3ros. Co., 
which makes Chlorodent toothpaste, has begun a test operation for 
Pepsodent chiorophyll toothpaste in four cities: Chattanooga, Colum- 
bus, O., Omaha and Springfield, Mass. Newspaper ads say Pepsodent 
chlorophyll has five times more active chlorophyll than others. Mc- 
Cann-Erickson is the agency. 


Christal Named Representative of WGY 

New York, July 11—Henry I. Christal Co. has been named to repre- 
sent WGY, Schenectady, effective Aug. 1. This 50,000-watt station, 
which now is handled by NBC Spot Sales, gives the new representative 
six stations. Offices and staff are being enlarged to keep pace with the 
expanding list of clients. Christal will announce another station in 
mid-August. 


’ . ’ ’ ’ . 
Esquire’ and ‘Coronet’ May Switch to Grey 

New York, July 11—The advertising accounts of Esquire and Coro- 
net reportedly will be switched to Grey Advertising Agency. Doyle 
Dane Bernbach currently handles the accounts. 


Quaker Shifts Duties of Key Ad Executives 


Cuicaco, July 11—-Victor Elting Jr.. who became advertising direc- 
tor of Quaker Oats Co. May 15, has turned over puffed grains and 
Pack-O-Ten advertising to R. S. Macdonald, who is assistant ad direc- 
tor. Mr. Elting will continue to manage Quaker oats advertising. John 
J. Odell, who has handled Ken-L-Products and specialties, takes over 
as manager of Aunt Jemima advertising, which Mr. Macdonald has} 
handled. Peter B. Warner of the commercial research department be- 
comes manager of Ken-L-Products and corn goods advertising 


Victor Names Alexander A.M. for Records | 

Cuicaco, July 11—William I. Alexander, director of advertising | 
standards for the retail sales department of Montgomery Ward & Co., | 
will join RCA Victor division of Radio Corp. of America on July 21 | 
as advertising manager of the record department. He will make his | 
headquarters in New York, where Victor will soon move its operation | 
from Camden, N. J. 


Doeskin Boosts Budget 50%; Other Late News | 


@ Doeskin Products Inc., New York, will increase its consumer adver- | 
tising budget by about 50% between now and the end of the year. 
Media plans, through Grey Advertising, are not yet final. (See earlier 
fair trade story on Page 1.) | 


e Harry Gamson & Associates, a new agency, has been launched at! 
9426 Santa Monica Blvd., Beverly Hills, Cal. Mr. Gamson has been | 
account executive of Milton Weinberg Advertising Co., Los Angeles, 
for the past ten years, and previously was with Erwin, Wasey & Co. 
in Chicago and New York for 25 years 

e Eastern Metal Co., New York, has filed a $2,250,000 treble damage! 
suit against Aluminum Goods Mfg. Co., maker of Mirrowear household 
utensils. Aluminum Goods is charged with attempting to monopolize 
distribution of pressure cookers and other household utensils. 


e Richard S. Salant, partner of Rosenman, Goldmark, Colin & Kaye, 
will join the Columbia Broadcasting System, New York, July 21 as a 
v.p. and general executive. He will be a member of the corporate | 
staff with executive administrative duties. 
e Mrs. Alexandra Potts, research and promotion consultant and former 
merchandise and promotion director of Bride’s Magazine, has been | 
appointed director of merchandising and promotion of Baby Talk, a} 
newly created position | 
e Fred W. Dodge, formerly advertising and sales promotion —o 
of Crown Body & Coach Co., Los Angeles, has joined the creative} 
staff of Fuller & Smith & Ross, Chicago. 


to $59 for experienced men. The 
Telegraph reported it had offered 
$66 top for news men and $72 for 
advertising men 


‘Nashua Telegraph’ 
Reporters Strike 


Nasnua, N. H., July 11—Twenty- 
five reporters and editors of the 
Nashua Telegraph went on strike 
yesterday. The striking newspa- 
per men, all members of American 
Newspaper Guild (CIO), voted to sents 35 manufacturers and has as 
strike, John Barry, president of its purpose to stimulate and ad- 
the local said, because the union vance “the general welfare of the 
had been negotiating unsuccess- ae | — its —— in- 

, oe wane . ‘ erests. owring oodbury, 
fully for a year to obtain a guild president of Air-capitol Mfg. Inc., 
contract. Wichita, is president; Sam Briggs, 

Albert Spendlove, general man- 


v.p. in charge of the lawn mower 
ager of the newspaper, said he ex- division of Reo Motors Inc., Lan- 


Lawn Mower Institute Formed 

The Lawn Mower Institute has 
been formed with headquarters in 
Washington. The institute repre- 


pected the paper to be published sing, Mich., v.p, and G. Neal 
by supervisory personnel with Turner, president of Eclipse Lawn 
. - Mower Co., Prophetstown, IIL. 


help of the mechanical department 
which, he said, would ignore the 
guild picket line. 

The guild has demanded a mini- 
mum of $90 a week for news men 
of six years’ experience. The pres- 
ent range, Mr. Barry said, is $44 


secretary-treasurer. 


‘Beacon-Journal’ Hikes Price 
The Akron Beacon-Journal has 

increased its weekday price from 

increased 


4¢ to 5¢ “because of 
newsprint cost.” 


Auto Advertising 
Budget Cuts Loom 


Derroir, July 10—Advertising 
officials of automobile manufac- 
turers this week were considering 
cutting back their advertising sche- 
dules wherever possible should 
prospects grow dimmer for an ear- 
ly settlement of the steel strike 

While no company official 
would definitely say that adver- 
tising would be cut down, it was 
learned by ADVERTISING AGE that 
several companies had held con- 
ferences on the matter and decided 
to postpone action for the time be- 
ing. One of the larger automobile 
advertisers was on the verge of 
making an announcement that 
newspaper linage would be re- 
duced until the strike ends, 


® Regardless of the temporary de- 
lay, it was apparent that the auto- 
mobile advertising schedules ulti- 
mately will be affected because of 
the long period necessary to return 
to normal production and sales 
after the plants return to opera- 
tion. 

That will necessarily be after 
the lush spring and early summer 
buying season is ended. When the 
steel strike hit, the auto dealers 
were enjoying their best business 
since early in the Korean War. 

Auto advertising is traditionally 
keyed to unit sales. A prolonged 
steel strike would mean lower @d- 
vertising schedules even into the 
first quarter of 1953. i 


Affiliates’ Group 
Opens Discussions 
with CBS Officials 


New York, July 10—The CBS 
Radio affiliates committee is wagt- 
ing no time in carrying out the 
assignment given it at the general 


| affiliates meeting here last we@k 


(AA, July 7). 

A subcommittee of the group, 
which was set up to ool 
station resistance to a sharp night- 
time rate cut this fall, met Tuesd 
and Wednesday with network e%- 
ecutives for a preliminary d 
cussion of the situation. The co 
mittee is headed by George , 
Storer, president of Storer Broa 
casting Co. " 


8 In their call-to-arms session, the 
affiliates went on record against 
a nighttime cut this fall and asked 
for a daytime rate increase. CBS 
executives—at that time—did not 
commit themselves, but suggested 
that this “family problem” be ex- 
plored further in an across-the- 


| table meeting with network offi- 


cials and the ten-man affiliates 
committee 

Most observers had expected no 
further action until after the Re- 
publican and Democratic conven- 
tions. The speed with which the 
affiliates are following through on 
their mandate is taken as an in- 
dication of the intensity of their 
feeling on the subject 

The rate talks between the com- 
mittee and CBS will continue next 
Thursday (July 17) when another 
meeting is scheduled. 


Squibb Tells Merger Plan 

E. R. Squibb & Sons, New York, 
and Mathieson Chemical Corp., 
Baltimore, have announced plans 
to merge the two companies. Under 
the proposed setup—which - still 
needs an okay from the sharehold- 
ers—Mathieson would operate 
Squibb as a separate division, with 
name and policies unchanged. 


Trend Inc. Moves 

Trend Inc., Los Angeles pub- 
lisher of Motor Trend, Hot Rod, 
Auto and Cycle, has opened head- 
quarters in a new building at 5959 
Hollywood Blvd. The new building 
has advertising and editorial of- 
fices located on two levels behind 
a showroom displaying unusual 
foreign and custom built cars, 
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The things 
these people 
have in 


COMMON « « « 


@ higher interest in 
NATIONAL 
GEOGRAPHIC 


ee make 


NATIONAL 
CEOGRAPHIC 


an uncommonly 


' 
' 
- 
$ 


oe 


good buy for 


your advertising! 


e NATIONAL GEOGRAPHIC fami- 
ly units, more than 2,000,000 
strong, cut across almost every 
business, profession and occupa- 
tion! They write us up to 63,000 
pieces of first class mail every day. 
They renew their subscriptions at 
an amazing rate of more than 87°. 
They have a warm spot in their 
hearts for our product. We think 
there's room there for your pro- 
duct, too! The National 
graphic Magazine, Washington, 
D.C. Member of Audit Bureau of 
Circulations. 


Geo- 


America’s most 
. 
» . 
ACtIVE minds 


read 


~_—-_-~ > 


Now more than 2,000,000 circulation 
eccording to publisher's current records. 


Watchmakers of Switzerland Plan 


Strong Campaign to Support Jewelers 


(Continued from Page 3) 


conditions made replacement parts 
curce 

Then there was the fact that re- 
turning GI were carting home 
Swi watches by the fistful. Many 
vere fine timepiece but the 
yrunds were often unknown in the 
I Ss So, when they were brought 
in for repair, most American jew 
eler hrugged and said, in effect 
No can do 

About this time the Swiss Watch 
Federation (comprising upwWards 


of 500 
American agency 


watchmakers) picked an 
to start a world 
wide advertising merchandising 
ind = =public relations program 
Foote, Cone & Belding Internation- 
il was and the American 
narket was pinpointed as the pri- 


named 


mary target 
8 There were three major objec- 
tive 

(1) To promote the retail jeweler 
to the public as a specialist and 
trusted adviser in the purchase of 
fine watches and other gift 


| (2) To publicize the availability 
lof factory-tested interchangeable 
|}parts for the servicing of Swiss 
watches by American jewelers and 
| watchmakers 

(3) To increase the watchmak- 
er's profit by promoting him as a 
jualified repair expert 

FCBI then ran a survey and de- 
ided the first phase of the triple 
hreat drive should be a 
nstitutional ads in consumer pub- 
These would stress Switz- 
home of fine watch 
public relations 
out 


series of 


ications 
‘land 
craftsmanship. A 
ampaign 
the 


as the 


wus also mapped 


tlong same lines 
® Both the client and the agency 
realized that full trade support 
would be needed if the campaign 
pan out. Since watch re- 
pairing accounts for as much as 
25°) of a jeweler’s income (besides 
erving as the No. 1 store traffic- 
builder), it decided to offer 
in extensive watch repair 
program 
Representatives of the Swiss and 
FCBI went out the field to 
make personal contacts with major 
The idea was to 


was to 


was 
Swiss 


into 


trade associations 
sound them out on the projected 
program, This took nearly nine 
mouths, but the reception proved 
enthusiastic 

Then came the first step in the 
epair program: Free distribution 
to the trade of two loose-leaf cata- 
ogs to aid in identifying the thou- 
sands of different movements pro- 
juced in Switzerland and intended 
|} for use in Swiss watches. The ref- 
ference books make it possible for 
| jewelers to identify a movement 
»y its shape and to order parts by 
i standard through 
| established materials houses in the 
U.S 


nomenclature 


40,000 
catalogs 


}@ FCBI mailed more than 
jcopies of each of the 
Mailings went to a list compiled 
and indexed from 
provided by association 
groups and other 
agency keeps this 
to provide names for 


ross-checkea 
hames 
sources 
rhe list up to 
date direct 
nail promotions, which it conducts 


periodically 


Launched simultaneously with 


his repair program plan 


iumed at assuring American jewel- 


was a 


ers and watchmakers a supply of 
factory-approved parts needed to 
ervice Swiss watches. This in- 


volved packaging watch materials 
n Switzerland and channeling the 
packages through established im- 
porters and wholesalers in the U.S 
to the local watchmaker’s repair 
bench 

The result of this move was the 
standardization of materials order- 
j.ng. The availability of the pack- 


marked, is 
trade several 
rtising in bus- 
direct 


age, identified { 
merchandised to 
times a year by 
ine 
mail 


acve 


publicatior ind by 


8 Stress on repair al 
Swiss to coordin.t 
with the Nation: 
tion Time promot 


o brings the 
their efforts 
Watch Inspec- 
ponsored in 


the U. S. by the velry Industry 
Council. For the t three years 
Artist Norman ckwell’'s “The 


een featured in 
nsumer 


Watchmaker” ha 
Inspection Time « 
the Swiss. And full-color point of 
pieces are sent free annually 
to the trade to he'p local jewelers 
tle in 

“The prime result of this em- 
phasis on repair,” says FCBI, “has 
been a marked seasonal increase 
not only in watch repair volume, 
but also in the sale of watches and 
other jewelry iten brought about 
by stepped-up store traffic.” 

During the time the repair pro- 


ads by 


gram was being merchandised, 
FCBI was busy trying to focus 
consumer attention on the impor- 


tance of buying watches and other 
jewelry in the retail jewelry store 
One slogan that hammered 
home in every consumer ad was 


was 


“For the gifts you'll give with 
pride—let your jeweler be your 
guide.” The same slogan is fea- 


tured in the 1952-'53 ad program 


@ “The impact of this theme,” 
agency people, “is indicated by the 
fact that we've distributed more 
than 200,000 retail 
aids bearing this 
jewelry stores in 


Say 


merchandising 
slogan to 30,000 
the past five 


years. And requests are still com- 
ing in.” 

After the repair program had 
gone into high gear, the Swiss and 
their agency decided to turn the 


spotlight on the jewelry store oper- 
ation itself. Thu years ago, 
an accelerated field merchandising 
program was put into operation 
Three experienced merchandis- 
ing men were added by FCBI 
Their job was to maintain contact 


two 


with the trade. Working out of 
New York, Chicago and Los An- 


geles, these men called on jewel- 
and watchmakers and ex- 
plained the features of the Swiss 


ers 


program. They also pointed out 
how local stores would tie in di- 
rectly. The contact men made ad- 


dresses and pane! appearances at 
local, regional and state trade con- 
ventions 


® As part of their service, the mer- 
chandising men made it a practice 
to help retailers set up store-wide 
promotions to boost the sale of 


Swiss items. The promotions have 


labels like “Wonders of Watch- 
making,” “Fashions in Time” and 
‘Watches of Tomorrow.” 


“These promotional ideas,” the 
agency says, “have given the jew- 
elers a tested vehicle for merchan- 
dising the high-fashion Swiss time- 
pieces and specia! feature watches 
carried in stock.’ 

The agency that personal 
contacts by its field men shortly 
disclosed that jewelers were 
losing an important part of their 
profitable sales to drug and depart- 
stores and discount houses 
“To counteract FCBI con- 
ceived a new approach to retail 
store merchandising—the ‘Know 
Your Jeweler’ community-wide 
promotion.” 


Savs 


local 


ment 


this 


es First, the agency commissioned 
Artist Arthur Lidov to paint “The 
Retail Jeweler,” which was to be 
used in consumer advertising. The 
ads with this painting were “so 
enthusiastically received by the 
trade that the painting will be re- 
peated nationally this year.’ More 
than 15,000 reproductions of the 


(in window 
requested 


art 
were 


Lidov 
form ) 
fered through trade ads and direct 
mail 
The 
motion wa 
ford in June, 


display 
when of- 


Know Your Jeweler” pro- 
first tested in Hart- 
1951. Its aim was to 
raise the professional stature of 
the quality retail jeweler by bring- 
ing him closer to prospective cus- 
tomers. In Hartford, the jewelers 
(aided by the agency's merchan- 
dising men) arranged for the pub- 
lication of special supplements in 
the Hartford Courant and the 
Hartford Times 

In addition, stores devoted win-| 
dows to special displays of Swiss 
watches and other gifts, like dia-| 
monds and silverware | 

i 
@ “When the week-long promotion 
ended, participating ,ewelers 
agreed unanimously that the effort 
had greatly increased both store 
traffic and consumer interest in 
their products,”. says the agency 

“The promotjpn has since been 
enthusiastically received through- 
out the jewelry industry. Last sum- 
mer, the American National Re- 
tail Jewelers Assn. at its conven- 
tion went on record endorsing this 
merchandising concept.” 

Since the Hartford tryout, the 
agency's field staff has coordinated 
the “Know Your Jeweler” promo- 
tion for retail groups in all parts 
of the country. More than 20 news- 
paper supplements have been pro-| 
duced for such weeks | 

Meanwhile, the “quality jewel- 
er” theme has been emphasized via | 
semi-annual fashion press pre-| 
views, organized by the FCBI pub- 
lic relations staff | 

“These showings have paid off 
in daily press features which told 
the story of new fashions in Swiss 
watches and pointed up the impor- 
tance of buying a quality timepiece 
from a reputable local jeweler,” 
FCBI says. 


@ The over-all program, coordi- 
nated by FCBI’s account group in 
New York, will continue in high} 
gear through June, 1953 | 

“In addition to its advertising 
appropriation,” says the agency, | 
“the Swiss Watch Federation has 
this year approved the largest) 
budget to date to continue its pub- 
lic relations and field merchandis- 
ing activities, underwriting the 
entire cost through its member- 
ship.” 

The cost includes salaries and 
travel expenses of field personnel, 
as well as agency fees for direction 
and supervision 

In the continuing consumer ad- 
vertising and _ public relations 
drives, the “quality jeweler” theme 
will again be emphasized. Closely 
integrated with these campaigns 
will be an expanded plan to make} 
the “Know Your Jeweler” promo-| 
tion available to every jewelry | 
trade group in the U. S. 

Direct mail and business publi-| 
cation advertising will go on and 
will keep retailers posted about 
the unfolding plans of the Swiss 
and their agency to help them sell 
and service Swiss watehes. 


Fadell Co. Changes Name 

Fadell Co., Minneapolis, has 
changed its name to Mike Fadell 
Advertising Agency. John J. Polian 
has been promoted to account ex- 
ecutive and Mrs. Doris Anderson 
to media director. Joan Murphy 
has joined the radio and television 
department. 


Paul Murphy Joins Wanamaker 

Paul E. Murphy, formerly pub- 
licity director of Frederick Loeser 
& Co., Brooklyn department store, 
has joined John Wanamaker, New 
York department store, as sales 
promotion manager in charge of 
all advertising and publicity. 


Mossman to Bond & Starr 

Robert D. Mossman, who acted 
as coordinator for the Advertising 
Council in the recent scrap steel 
salvage campaign, has joined Bond 
& Starr, Pittsburgh agency 
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Appoints Erwin, Wasey & Co. 

National Sewing Machine, Bev- 
erly Hills, Cal., and Belvedere, I11., 
has named Erwin, Wasey & Co. to 
handle its advertising. Foote, Cone 
& Belding previously had the ac- 
count. Plans are being prepared 
for a national campaign. 


WFMY.-TV Appoints Hassett 
WFMY-TV, Greensboro, N. C., 
has named Buzz Hassett, formerly 
with KROS, Clinton, la., an ac- 
count executive on its sales staff. 


in the Toronto marker 
WHEN 


ONE NEWSPAPER 
TORONTO DAILY STA 


PUTS IT RIGHT 
IN YOUR LAP 


421,121 


COPIES DAILY 


A.B.C. Publisher's Stotement, Sept. 30, 195) 


The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG., MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 
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Department Store Sales... 


Sales Up 1% for Last Week in June 


WasHINGTON, July 8—Depart- 
ment store dollar volume in the 
week ended June 28 averaged 1% 
above the same week a year ago 
in the U.S 

This gain, reported by the Fed- 
eral Reserve Board, was not 
great as the year-to-year gains 
made in the first three June weeks 
And sales for the week were about 
10% below the average dollar vol- 
ume for the last week in June in 
1947-49 

Several cities had big gains to 
report. Sales in Augusta, Ga., 


as 


DEPARTMENT STORE 
SALES INDEX 


1947-49 equals 100 


Week to June 28, '52*..p90 
Week to June 30, '51*....89 
Week to June 21, °52*..97 
Week to June 23, '51*..92 


Week to June 14, 52*..115 
Week to June 16, '51*..106 
*Not adjusted seasonally 
pPreliminary. 
A ; 
stores were up 45%. Augusta 


stores have had by far the great- 
est gains of all reporting cities this 
year. Other substantial gains were 
in Jacksonville (26%), San An- 
tonio (22%) and Atlanta (21%) 
Greatest sales loss for the week 
shown by any city was an 18% 
drop in New York. Newark sales 
were also down 13% and the New 
York (second) reserve district 
showed a 14% decrease. Buffalo 
(up 3%) was the only city in the 
second district to gain. New York 
City department stores have ex- 
perienced a decline in sales most 

of the year. 
“ Change from ‘51 


Week Ended 


Federal Reserve June June June 


District and City “ 7 28 
United States . 9 6 1 
Boston District 16 x -t 
New Haven 18 9 -4 
Boston 16 9 -2 
Lowell-Lawrence 17 19 9 
Springfield 17 11 -1 
Providence 20 6 -2 
New York District * -10 -14 
Newark 5 3 «6-13 
Buffalo 5 2 3 
New York -4 15 «6-18 
Rochester i2 5 -5 
Syracuse 30 r6 0 
Philadelphia District it 6 8 
Philadelphia 9 ré -1 
Cleveland District 10 9 8 
Akron 19 20 10 
Cincinnati 15 21 10 
Cleveland 8 8 4 
Columbus 16 10 15 
Toledo 9 5 -4 
Erie 10 6 10 
Pittsburgh 6 5 2 
Richmond District 3 ort -3 
Washington 16 ll -3 
Baltimore 20 13 -5 
Atlanta District 23 «23 WwW 
Birmingham 19 20 7 
Jacksonville 32 30 26 
Miami 14 17 ° 
Atlanta 16 21 21 
Augusta 71 r24 45 
New Orleans 15 27 15 
Nashville r29 47 15 
Chicage District ” ri -1 
Chicago 5 4 -1 
Indianapolis 18 6 6 
Detroit 13 1 -5 
| FREE Tease reader- 


Inc! 

slp o of your ads 
with Ly. i 
CATCHE ihotos. Used 
by Decest advertisers. 
Nothing like them 
where 


Milwaukee 6 ’ 1 

St. Lewis District Bil 9 “ 
Little Rock 24 17 15 
Louisville 24 22 19 
St. Louts Area 31 7 “4 
Memphis 3 2 10 

Minneapolis District i ri 6 
Minneapolis -1 -7 4 
St. Paul 1 ri3 11 
Duluth-Superior 8 rl -3 

Kansas City District i 8 6rtt BY 
Denver 10 5 0 
Wichita 16 6 6 
Kansas City 21 17 1} 
St. Joseph -1 9 -5 
Oklahoma City 3 12 7 
Tulsa » 25 15 

Dallas District 22 ris “ 

allas 20 4 4 

El Paso 12 Ml 8 
Fort Worth 17 4 3 
Houston 26 18 19 
San Antonio 22 39 22 

San Francisee District 6 10 ’ 
Los Angeles Area 10 9 1 
Downtovn Los 
Angeles -4 -3 -9 
Westside Los Angeles. 3 9 7 
Oakland 1 9 9 
San Diego 17 7 5 
San Francisco 2 2 3 
Portland 24 21 ll 
Salt Lake City 5 12 3 
Seattle 12 6 8 
Spokane 4 3 -1 

rRevised 

*Data not available 

Field Enterprises Sells 

Seattle, Portland Stations 
Field Enterprises Inc. has sold 


radio stations KOIN, Portland, and 
KJR, Seattle, to the Mt. Hood Ra- 
dio & Television Broadcasting 
Corp. and the Mt. Rainier Radio & 
Television Broadcasting Corp. for 
approximately $1,500,000. C. How- 
ard Lane, formerly director of 
broadcasting for Field Enterprises, 
will be president of both stations. 
Other principals in the new or- 
ganization are Ralph Slotkin, Chi- 


cago; Edward G. Benke Jy., San 
Antonio; Ted R. Gamble, Portland, 
and Sherrill C. Corwin, Los An- 
geles. 


Marshall Field Jr., head of Field 
Enterprises, said the sale was dic- 
tated by the fact that major busi- 
ness interests of his organization 
are centered in Chicago and in 
New York. Mr. Lane said that TV 
applications for both KOIN and 
KJR have been filed with the Fed- 
eral Communications Commission. 


Guinan Named Orr V.P. 

George H. Guinan, who has been 
with Robert W. Orr & Associates, 
New York, since its inception in 
1947, has been appointed a v.p. of 
the agency. Before joining Orr, 
Mr. Guinan was in his own busi- 
ness aS a manufacturer's repre- 
sentative. 


San Diego Agencies Elect 

Don N. Driese, v.p. of Tolle Co., 
has been elected president of the 
San Diego Assn. of Advertising 
Agencies. Other officers elected are 
William Schramm, Armstrong- 
Schramm, v.p., and Titian Spencer, 
Dan Lawrence Co. secretary- 
treasurer. 


Four A’s Appoints Sawyer 

Howard G. Sawyer, v.p. in 
charge of plans and research for 
James Thomas Chirurg Co., Boston 
and New York, has been appointed 
a member of the standing commit- 
tee on research of the American 
Assn. of Advertising Agencies, New 
York. 


Loewy Associates Moves 

Raymond Loewy Associates, Chi- 
cago, is moving to the Remington 
Rand Bldg. on N. Michigan Ave. 
on Aug. 1. The industrial design | 
studio has already taken pos-| 
session of the offices and is in the 
process of converting them into 
studios. 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


DUTCH TREAT—'The most beautiful Dutch girl in America” 

of leading Holland-American business men, is Nan Miller, the Dutch Miss of 1952. 

Selected from among 3,000 contestants, she’s shown with Leo Van Munching, U. S. 

importer of Heineken’s beer. The Dutch Miss will represent Heineken’s in much of 
its promotion and advertising this year. 


according to a group 


Publishers Set Up Journalism Committee 


Harrissurc, Pa., July 9—The 
executive committee of the Penn- 
sylvania Newspaper Publishers’ 
Assn. has set up a committee on 
journalism education. 

The committee, which constitutes 
the board of directors of the PNPA, 
will study journalism curricula and 
will explore the possibility of rec- 
ommending the establishment of 
a school of journalism in Penn- 
sylvania. 

Chairman of the committee is 
Floyd Chalfant, publisher of the 


| Penn Hotel, Pittsburgh, 


Waynesboro Record Herald. 

The executive committee also) 
completed a program for the 
PNPA annual convention, sched- 
uled for Oct. 3-4 at the Penn Har- 
ris Hotel here. 

The following meetings 
also approved: 

1953 Display Advertising 
Penn Harris Hotel, Feb. 20-21, 1953; Mid- 
Atlantic Mechanical Conference, William 
March 12-14, 1953 
PNPA New York luncheon, in conjunction | 
with the ANPA convention, Waldorf-As- 
toria Hotel, April 22, and Pennsylvania 
Press Conference, Nittany Lion Inn, State 
College, May 15-16 


were 


Conference, 


Tea Council Uses TV Spots 


The Tea Council, New York, 
will use television spots for a 20- 
week period in 23 cities next fall 
to sell hot tea. The move follows 
a successful test of television 
spots in Syracuse for a six-month 
period starting last November. Leo 
Burnett Co. is the agency. 


Cassedy Leaves FTC 

James W. Cassedy has resigned 
as assistant general counsel for the 
Federal Trade Commission to enter 
private law practice in Washington 
as a partner of Halfpenny, Hahn 
& Cassedy. Mr. Cassedy has been 
on the legal staff of the FTC for 
nine years. 


WIST Appoints Vaughan 

Guy Vaughan Jr., formerly sales 
manager of WSPA, Spartanburg, 
S.C., has been named managing 
director of WIST and WIST-FM, 
Charlotte, N.C. He succeeds Ray 
A. Furr, who has been transferred 
to the television staff. 


Sunshine, Gray & Rogers Part 


Sunshine Brewing Co., Reading, 
Pa., and Gray & Rogers, Philadel- 
phia, have terminated their con- 
nection after a 15-year association. 
All advertising will be handled 
directly by the brewery’s own ad- 
vertising department. 


| Knight Names Pershall Co. 


‘Plain Dealer’ Hikes Price 


Two Name M-E in Mexico 

Air France and Claracel, S. A., 
makers of transparent wrapping 
material, have appointed Guastel- 
la McCann-Erickson, Mexico City, 
to handle their advertising. Air 
France will use newspapers and 
outdoor; Claracel, newspapers and 
point of sale. 


Jewelers’ Paper Hikes Rate 

Jewelers’ Circular-Keystone, a 
Chilton publication, is increasing 
its rates to offset increased produc- 
tion and publishing costs, effective 
August, 1952. One-time one-page 
rate is being raised from $280 to 
$320. All other rates increase pro- 
portionately. 


Lester B. Knight & Associates, 
Chicago management, industrial 
and architectural consulting engi- 
neer, has named J. R. Pershall Co., 
Chicago, to handle its advertising. 
Magazines, trade publications and 
newspapers will be used. 


The Cleveland Plain Dealer has 
raised the price of its Sunday edi- 
tion from 15¢ to 20¢. The price 
boost was the result, the paper 
said, of “two substantial increases 
in the price of newsprint in the 
last 12 months.” 


Only the Courier delivers lowa's richest Agricultural and Monufac- 


turing area. Contact our 


aterloo Daily Conrier 


“WATERLOO. Nowa 


oy B Finley 


, 6 


ti P or write todey 


ne a 


to thousands of 


GROWING 
FAMILIES 


Influence many thousands 
of young,’ growing families 
with the benefits of your 
product or service. Tell and 
SELL to them every Sunday 
through the papers they want 
and believe in—Our Sunday 
Visitor and The Register.” 
The money-saving OSVs 
UNIT rate offer€ 


new sales horizons for your 


Register 
product — plus nationwide 
so 
pleasing to your Accounts 


advertising response 
Receivable! 

* Don’t waste any time get- 
ting all the facts, and all the 
help and information you 
need to crack this family 
market wide open! Let re- 
sults speak for themselves. 
Write, wire or telephone 
right now for a friendly, de- 
tailed 
nationwide family buying 


introduction to this 


group. 
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WEERLY CIRCULATION 


WATIONAL REPRESENTATIVES 


C0 Bertolet Co, me 


20 woetw Stan oan 


a ee is oe es Soe), A oy ER ea 
a | , eae 
ee Bi $a 
: EE — ; : te , git } ie 

Beant if . 9 Fe git ate eae! : yee 
Cc Fa =i Ree 
: 4 a; veseseal a 
- . j a wehrrttrLtl C) ie ¥ 
E A ~ : . ay _~ et 
‘Nebo [Borlocg 
: smi m4 ——-a” 6hC(C.lC«éd Sey 
: iM ee ae : Wa athe ; } Sg Sem 
iy te a | Pie 
—'' wy _ : 
| ‘ : | a 
| — | at 
to] ee | | 7 
e eee... 
ma 
: te 
. 
>. 
ee - 
... 
Stace 
Bey 
es 
ie 
tea 
| — Te 
ae . 
maa ie 
7 - 7 rri \Y Pie 
Print plan. singe Print WATERLOO ee ca r ed | . : : ‘ ‘ é | 
aa OT aryitmee MORE LOCAL “np ister nit coe 
erry GROCERY LINAGE|| J _ 
TS cc PLATES. oryptS ce ELIT than any other IOWA DAILY in 1951) |= i = 
~ pras ELECTR cs VA —_ . aes = - eR ets 
<SOmn; WA bash 2-1204 eo oa a ty LIN Dy I Refs ou 
, " AS . * ™ ~% 5 ; a6 ' rf agi aie LODE 5 TM oe —— A | nee st 
oi A as — _ pet 
NeEdsswe | pn | —CHlcago— fe 
} | | Cemtraat 6-04688 I mare 
tits | . es  Seaeeees | torcteae 
—— | —_ , ae a het 
Dh a RR CC a : 1a es ae) ee ae Rete 


MIDWEST FARMER 


the Real | | 
Tycoon 


a After Taxes! 


His Income and Investment in 
Farm and Home Are Double 
The U.S. Average 


Compared with farmers of the 40 other states, 
the Midwest farmer has double the income, 
double the investment in farm and home. He’s 
in a highly specialized business, operated with 
a large capital investment, mechanized equip- 
ment, cost accounting and constantly improv- 
ing techniques. 

Both before and after taxes he is in a class 
by himself. A major part of his living is figured 
in his income tax return at the price it would 
bring to him as a producer. His home and 
office are one. He and his family are the board 
of directors and sole stockholders. 


MIDWEST FARMERS ARE BIG BUYERS 


The 1,282,060 families who subscribe to the 
five localized publications of the Midwest 
Farm Paper Unit are in the money . . . and in 
the market for everything it takes to operate 
modern farms and homes. 


The Midwest Unit offers you a market where— 
@ Mass population is class of the nation. 

@F arm incomes are twice the U.S. average. 

@ Farmers are retailers’ biggest and best customers. 


Buy the Unit—one order, one plate at a liberal 
discount in rates. 


OFFICES OF MIDWEST REPRESENTATIVES AT: 
250 Park Avenue, New York 59 East Madison Street, Chicago 
Russ Building, San Francisco 1324 Wilshire Bivd., Los Angeles 


IN THE MIDWEST, FARMING IS BIG BUSINESS...AND GOOD LIVING 
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